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Rough Proofs 


With so many radio stars getting 
so much bad publicity, Chase & 
Sanborn has added reason for con- 
gratulating itself on the impeccable 
reputation of young Charlie Mc- 
Carthy. 
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Everybody talks about the 
weather, but only Pepsodent does 
anything about it. They moved it 
to Page 2 of newspapers carrying 
their Weather-Wise anti-cold copy. 
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The Michigan Apple Institute is 
promoting a bill which will make 
both advertising and research pos- 
sible. Why not investigate the 
amelioration of modern life which 
might be brought about by the 
more general use of cider presses? 
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Mr. Patman failed to get that 
place on the ways and means com- 
mittee of the House he had had 
his eye on for so long. It’s the 
first time on record a Congressman 
was ever penalized for talking too 
much. 
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According to the Brandt eye 
camera, the left-hand page gets a 
lot more eyetention than the right, 
so that the machine stands a good 
chance of being permanently en- 
dowed by the national order of 
make-up men. 
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Having done a swell job for Sun- 
kist, W. B. Geissinger is going into 
the agency business. So far not a 
soul has suggested it’s a transition 
from orange juice to apple sauce. 
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May 1-8, 1938, was Better Parent- 
hood Week, and now all the 
eugenics experts can hardly wait 
for the new crop of babies to be 
introduced in February, 1939. 
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It was a hard struggle, but 
Munsingwear has finally lived 
down the long-drawers stigma and 
gone gay and glamorous. It was 
a long jump from the Gay Nineties 
to the Pneumonia Era. 
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An A & P expert says that op- 
ponents of chain stores use “statis- 
tical half-truths.” He thinks it’s 
Still true that figures don’t lie, but 
Plenty of liars can figure. 
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“On approval” offers are still 
Considered the best bet for direct 
mail, the national association re- 


Ports Especially the kind that 
Says, “Double your money back’? 
a ee 
Camel continued to lead the 
‘igarette procession in 1938, the ex- 
Perts report. Reynolds’ favorite 


brand didn’t even need to get an- 
other hump on. 


=v 


AbvVerRTISING Ace’s Annual Fore- 
“ast and Review Number told ev- 
*rything except what the New York 
World's Fair intends to use as a 
“iad substitute for Sally 
an 


Copy Cus. 
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Agency Committee 
Offers Wage Scale 
fo Radio Artists 


Opposes Any Schedule 
That Would Increase 
Broadcast Costs 


Radio Artists Weigh 
Strike Action 


New York, Jan. 13.—Ameri- 
can Federation of Radio Artists 
today issued an answer to the 
proposed wage scale offered by 
the advertising agency confer- 
ence committee earlier this 
week by calling for a strike 
referendum which will be taken 
between now and Jan. 22. 
AFRA declared, ‘Conditions 
have arisen in commercial ra- 
dio broadcasting which make it 
imperative that AFRA mem- 
bers refrain from working for 
advertising agencies and pro- 
ducers who fail to become sig- 
natories to AFRA’s code of fair 
practice.” 

The code referred to was re- 
jected by the agency commit- 
tee. 


New York, Jan. 12.- Negotixvtions 
between the American Federation 
of Radio Artists and the advertis- 
ing agency conference committee, 
over a proposed minimum wage 
schedule for actors and singers on 
sponsored national network pro- 
grams, reached a new stage this 
week when Chester J. La Roche, 
president of Young & Rubicam, 
chairman of the agency committee, 
submitted a counter proposal to 
AFRA which reveals both sides in 

(Continued on Page 33) 


Pittsburgh Glass 
Prepares for 


Construction Litt 


New York, Jan. 12.—Doubling its 
advertising budget in order to take 
advantage of an expected sharp up- 
turn in construction during 1939, the 
paint division of Pittsburgh Plate 
Glass Company this week revealed 
plans which are expected to result 
in a 20 per cent sales increase over 
last year. 

Four national magazines, cooper- 
ative newspaper advertising with 
dealers, and outdoor posters in key 
cities from coast to coast will com- 
prise the campaign. Details of the 
drive were presented to distributors 
at a sales meeting here. 

Maxon, Detroit, handles the ac- 
count. 
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| month’s promotion. 
26 20 national magazines and 24-sheet posters in 5,000 locations. 


PITY THE POOR MEN 
A QUICK TRICK FOR COMFORT! 


FASCINATING NT 
me HE? BUT GAD. SUCH 
A SQuUIRMER! 


Men who squirm because of ill-fitting 

underwear are the objects of feminine 

pity in a new campaign sponsored by 

Coopers, Inc., Kenosha, Wis. (Story on 
Page 4.) 


60 Manufacturers 
in Building Field 
Plan Joint Drive 


New York, Jan. 12.—Plans for 
continuing and expanding the drive 
to promote home _ construction 
which was instituted last summer 
were approved here yesterday when 
60 manufacturers of building equip- 
ment and materials met under the 
auspices of The Producers’ Council 
to outline a’ progiam for 193%. 

Approximately $265,000 was spent 
in newspapers by local building in- 
terests in the 1938 drive. About 
200 newspapers succeeded in lining 
up local sponsors for a campaign of 
seven full-page insertions to combat 
high cost of building propaganda. 
American Builder and Building Age 
co-sponsored the drive. 


Similar Spring Campaign 


A similar campaign on a broad- 
ened scale is expected to take shape 
by spring. As a result of yester- 
day’s meeting, members of the 
council are being urged to lend 
their support to another coopera- 
tive effort in which the same theme 
of the value of modern homes will 
be stressed. 

Three other planks in the four- 
point platform laid down at the 
meeting called for the Council to co- 
operate with the Federal Home 

(Continued on Page 29) 


Rejects Newspaper Guild 
Plea for Advertisers. Aid 


Streamlined Copy 
Gets Debut in 


Conoco Campaign 


New Principle of 
Reading Adapted to 
Gasoline Copy 


(Picture on Page 35) 

New York, Jan. 11.—‘“Stream- 
lined reading,’ which has created 
intense interest both among oculists 
and educators, received its advertis- 
ing baptism today as Continental 
Oil Company opened its winter 
campaign for Conoco’ Bronz-z-z 
gasoline in 1,500 newspapers, using 
this style. Seven other insertions, 
ranging in size from 336 to 2,592 
lines, will follow on the same sub- 
ject. Some color will be used. 

Continental introduced the new 
system of reading as “Zig-Zag, a 
great new winter game.” One block 
of copy was set in orthodox style 
and the second, telling the same 
story, in the streamlined manner, 


arrows being employed -so that the j+ 


reader might adopt the new system 
without difficulty. All who join in 
the game read the Conoco story at 
least twice and in many cases, 
oftener. 

In the new method of reading, the 
eye travels the usual path from left 
to right in the first line, while the 
second is read backwards, or from 
right to left. The process is re- 
peated indefinitely. 

The value and practicability of 
the new system have been widely 
debated. Readers’ Digest, among 
other magazines, recently printed 
material in the new style. 

With this background of scientific 
discussion and wide public interest, 
Continental Oil Company believes 
that its campaign will be peculiarly 
susceptible to merchandising. It is 
asking dealers to keep the ball roll- 
ing in their local territories by sug- 
gesting to newspapers that they in- 

(Continued on Page 34) 


Last Minute News Flashes 
Blatz Account to Henri, Hurst & McDonald 


Milwaukee, Jan. 


Brewing Company, today announced appointment of Henri, 


13.—Hal Johnson, advertising manager of Blatz 


Hurst & 


McDonald, Chicago, as the Blatz advertising agency, effective Feb. 1. 


Leonard Increases Budget: Shifts Policy 


Detroit, Jan. 13.—Campaign plans of the Leonard Division, Nash- 
Kelvinator Corporation, disclosed here today, call for an increased budget 
in 1939 and continuation of a newspaper, outdoor poster and business 


paper schedule. 


Magazines have been dropped, with this money being 


devoted to special promotion and merchandising activity. Geyer, Cornell 


& Newell is the agency. 


New York, Jan. 


32 | RKO Plans $200,000 Drive for “Gunga Din” 


13.—With the world’s premiere of “Gunga Din” 


scheduled for Jan. 26, RKO Radio Pictures today revealed that a $200,000 


Thomas handles the account. 


| advertising appropriation has been set up for the picture for a single 
Newspapers in 200 cities will be used, as well as 


Lord & 


28 Chocolate Products Names McCord for Stillicious 


Chicago, Jan. 13.—Chocolate Products Company, maker of Stillicious 
chocolate syrup, today appointed the McCord Company, Minneapolis, as 
its advertising counsel, effective immediately. Plans for 1939, although 
not yet complete, call for continuation of spot radio, newspaper and 


! outdoor advertising, said J. W. Erickson, advertising and general sales 
16 | manager. 


National Distillers An- 
nounces Policy in Chi- 
cago Strike 

New York, Jan. 12.—In seeking 


to bring pressure on newspapers 
through their advertisers, the News- 


paper Guild is indulging in mis- 
taken and dangerous _ strategy, 
Robert Barry, director of public 
relations, Na- 
tional Distillers 


Products Cor- 
poration, this 
week told a com- 
mittee represent- 
ing the News- 
paper Guild of 
New York, which 
is trying to as- 
sist its fellow 
workers on strike 
in Chicago. 
The Chicago 
Newspaper 
Guild, which has 
declared a strike against the two 
Hearst newspapers in Chicago, has 
distributed cards of protest to mem- 
bers of about 50 unions in that 
city. The cards have been mailed 
to advertisers in the newspapers 
and in some instances followed up 
by visits from committees asking 


Robert Barry 


the advertisers to refrain from Us- 
ing the papers until the Guild de- 
mands have been met. The Guild 
also printed a list of “unfair adver- 
tisers” in its own paper. 


Advertisers Silent 


National advertisers mentioned in 
the list declined to comment on the 
Guild’s action and likewise refused 
to offer any opinions on secondary 
picketing aimed at advertisers. It 
was reported, however, that two 
national advertisers had withdrawn 
schedules from the Hearst papers, 
although no confirmation could be 
secured on this point. 

Mr. Barry’s statement, the first 
of an advertiser in response to so- 
licitations of this kind, said that 
the editorial workers are demand- 
ing that the advertiser use the 

(Continued on Page 34) 


McKesson Renews 
Calox Drive in 


Nine Magazines 


New York, Jan. 12.—McKesson 
& Robbins’ advertising in behalf of 
Calox tooth powder, which was de- 
layed for a time because of the re- 
organization move in December, has 
been resumed in nine national mag- 
azines. The schedule supplements 
the radio program which has con- 
tinued without a break. 

The new Calox copy features fa- 
mous movie stars in space that 
varies from half to two-thirds of a 
page. The list, according to Bow- 
man & Columbia, the agency in 
charge, comprises the following: 
American, Collier’s, Cosmopolitan, 
Good Housekeeping, Life, McCall’s, 
Photoplay, Redbook and Screenland. 

The agency pointed out that the 
McKesson & Robbins advertising 
program fits in with the “business 
as usual” mandate of the trustee, 
and will continue on about the same 
scale as last year. In addition to the 
Calox magazine campaign, Martin's 
VVO Scotch whisky is being adver- 
tised currently in more than 100 
newspapers, and Hunter’s Baltimore 
Rye is using outdoor advertising. 
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ADVERTISING AGE 


January 16, 1930 


P&G Heads 1938 
Roster of Radio 
Time Buyers 


Blackett - Sample - Hum- 
mert Tops Agencies for 
Fifth Year 


New York, Jan. 12.—Eighteen ad- 
vertisers spent more than a million 
dollars during 1938 on the Colum- 
bia, Mutual and National Broadcast- 
ing networks, an analysis of gross 
expenditures revealed this week. 
Procter & Gamble Company re- 
tained its hold on first place, having 
spent $6,170,862, a substantial in- 
crease over the company’s $4,496,- 
047 expenditure during 1937. 

For the fifth successive year 
Blackett-S am ple-Hummert, Inc., 
Chicago, was the largest agency 
time buyer on the three networks. 
The agency’s radio billings totaled 
$9,093,125. 

The ten leading advertisers on the 
three major networks during 1938 
were as follows: 


GRAPHIC MERIT 
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il 


Procter & Gamble Com- 


BAe ee $6,170,862 
|General Foods Corpora- 
| tion ...............+.. 5,239,606 
|Lever Brothers Company. 2,790,141 
Sterling Products .... 2.768.706 
Standard Brands ........ 2,670,467 
American Tobacco Com- 
ee) Saree ree 2,653,576 
| American Home Products 
Pere Se tee 2,441,664 
Campbell Soup Company. 2,279,425 
Colgate-Palmolive-Peet 
Company «...... 1,898,015 
General Mills ........... 1,895,413 


a 


Oklahoma Tourist 
Bureau Faces Fight 
for Existence 


Oklahoma City, Jan. 12.—Aboli- 
tion of the Oklahoma state travel 
and tourist bureau will be demanded 
in a bill to be introduced in the 
state legislature by Creekmore Wal- 
lace, Oklahoma county reprenta- 
tive. 


| 
| 


Leading Agency Buyers 
The ten leading agency time buy- 
ers on the same networks were: 
Blackett-Sample-Hum- 


The bill, under preparation by the 
state attorney general’s office, would 
|repeal the law passed by the last 
| legislature under which the bureau 
was created and $110,000 appropri- 
ated for advertising purposes. The 
bureau, headed by Ennis Helm, has 
had rocky going during much of its 
short existence, once surviving a 
supreme court test in which its life 
was threatened. 

During the past year the bureau 


ASS ce . $9,093,125 
J. Walter Thompson Com- 

0 ea ee eee eee 5,320,608 
Young & Rubicam . 5,093,640 | 
Benton & Bowles........ 4,800,399 
Lord & Thomas.......... 4,791,586 
Ruthrauff & Ryan........ 4,015,959 | 
Compton Advertising .... 3,107,788 
Ward Wheelock Company. 2,258,425 | 
Newell-Emmett Company. 1,693,314 | 
Batten, Barton, Durstine 

ee 1,588,554 | 


The Jan. 23 issue of ADVERTISING | 
AGE will contain a complete listing | 
of all advertisers who spent $100,000 | 
or more on the three major net- 
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Another WESTING- 
HOUSE poster carries 
THE SEAL OF LITHO- 


works during 1938. 


has spent only $34,000 due to op- 
position to the spending of the ap- 
propriation. 


Ferger to “Post-Gazette” 


Roger H. Ferger has been named 
business manager of the Pittsburgh 
Post-Gazette, succeeding R. Kent 
Hanson, resigned. Mr. Ferger was 
formerly assistant publisher of the 
Milwaukee Sentinel. 
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TIME AND RINSO WAIT FOR NO MAN 


tue NEW 
1940 RINSO 


COMES IN THE 
SAME BOX —— 
BUT, OH! WHAT A 
DIFFERENCE IN 
THE SUDS 


1 GET DAZZLING 
WHITE WASHES 
THANKS TO THE 
NEW BETTER-THAN 

, EVER RINSO 


7 AND HOW THESE ¥ 
‘SCRUMPTIOUS PA 
RINSO SUDS SOAK 
OUT DIRT! NO 
HARD SCRUBBING, V /, 


DOUBLE : YOUR 


if you don't find that New 1940 Rinso 
justifies every claim we make for it.. 


@ The sensations! New (940 Rinso is a grocers everywhere—a year 
eerlier than we though we could give it © you, It contains a new 
“suds-hoostec’ —an ingredient that a low years ago was 50 expensive 
we couldn't add it io Rinso « ahout increasing Rioso's price. At that 
tome we predicted we'd be able to give you the New Rinso in 1940, 
Today, production of this amazing ingredient has been so speeded up 
that we've beeo able to add it to New Rinso—ef me extra cost fo you! 

So sure are we that you'll be thrilled with the New Rinso that we 
make this offer: Buy a box of Rinso. Try it. If you don’t find chat ix 
justifies every claim we make for it, write to Lever Bros. Co, Cam- 
bridge, Mass, stanog brie®y your reasons and the price you paid for 
your package Send your name and address and the fep of the box of 
Rinso. You will receive back twice what you paid for Rinso. Offer 
lomited 10 one box to a family. 


(fe ires January (8, 1999 


1940 RINSO 


Here o yeor chead of time .. . contains amazing 


MONEY BACK 


aor AN 
ars 


SEE HOW BRIGHT WASHABLE 
COLORS Come, TOO! THE NEW /; 
RINSO Goes MUCH FARTHER 

IN HARD WATER NOW 
THe NEW 
. 1940 RINSO 


CONTAINS A 
} SPECIAL NEW 
*SUDS-BOOSTER” 


Tame (ON BG TOWN frosting SOY. 
Rosner Every Tuerder Bren 
7S arenore 


Tome i om SS 
Frere Morning ‘Monday » 
110A M Tatewche Netware, 


In newspaper space in leading markets, 
to the completion of a research chore a 
"suds-booster," 

1940, but squats up paceman 


Urge Extension 
of Protection for 


Classified Readers 


Albany, N. Y., Jan. 12.—Protec- 
tion of readers responding to classi- 
fied advertising of positions will be 
extended to those expecting to avail 
themselves of “business opportun- 
ties,” it was indicated at the re- 
gional conference of the Association 
of Newspaper Classified Advertising 
Managers here this week. 

Speakers discussing their respon- 
sibility to the public agreed that 
advertisers offering business oppor- 
tunities should be asked for at least 
two bank or business references, as 
evidence of their standing in the 
community. It was also suggested 
that where the copy makes an un- 
usual offer, the references should be 
contacted for statements as to the 
reliability of the advertiser. Among 
those discussing this subject were 
A. T. Powderly, Rochester Demo- 
crat and Chronicle, and Norton 
Cole, Syracuse Post-Standard. 

The association’s code requires 
“help wanted” advertisers to state 
in their copy the nature of their 
business and the basis of pay—sal- 
ary, commission or both. 

Frank L. York, business manager 
of the Record Newspapers, Troy, 
N. Y., addressing the association at 
a luncheon, explained his organiza- 
tion’s pioneering in analysis of em- 
ployes’ personalities. This approach 
is based on the theory that greater 
efficiency and happier relations gen- 
erally are secured if each employe 
is treated as an individual rather 
than as a standardized machine. 

A. Bradford Wyckoff, promotion 
manager of the Troy Record, gave a 
new and broad conception of the 
duties of such a division. 

“The promotion department,” he 
said, ‘“‘should assist the classified de- 
partment in training personnel, in 
preparation of salesmen’s manuals 
and in classified management. It 
should know the value of classified 
advertising and become the classi- 
fied manager’s ally when he is de- 
manding adequate promotion and 
other assistance.” 


Thompson to “Fortune” 


Lyman Thompson has joined the 
sales staff of Fortune. For the past 
four years he has been with N. W. 
Ayer & Son, Philadelphia. 


THAT MAKES IT GIVE Vy 
RICHER SUOS / 


Lever Brothers gives dramatic emphasis 
year ahead of time. Containing a new 


the product was said to have been planned for introduction in 


made pane its debut this year. 


|Serutan Copy 
Makes Debut in 
More Markets 


New York, Jan. 12.—The 1939 
advertising budget for Serutan 
laxative has been increased more 
than 50 per cent over last year, it 
was revealed here today by M. B. 
Rosenhaus, president of Healthaids. 
The increase will be devoted to 
expanded newspaper and_ radio 
schedules. New markets in De- 
troit, Cleveland, and Los Angeles 
are now being opened up, and a 
radio news program has just been 
inaugurated in Detroit. Broadcast- 
ing activities will get under way in 
the other two cities before the end 
of the month. 

To Use Newspapers 

Small space newspaper copy will 
be used in these cities as well as 
in such established markets as New 
York, Boston, Philadelphia, Pitts- 
burgh, and Chicago. Some inser- 
tions will appear on the radio page 
and will call attention to Serutan 
broadcasts, while others will be de- 
voted to straight product advertis- 
ing. 

Austin & Spector Company has 
the account. 


THE $2,000,000,000.00 ANNUAL 
HIGHWAY MARKET HIGH SPOTS 
FOR 1939, THE SAN FRANCISCO 
ROAD SHOW AND THE 
"MARCH" ROAD SHOW ISSUE 


ROADS ww STREETS 


A GILLETTE PUBLICATION CHICAGO 
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January 16, 1939 


ADVERTISING AGE 


ACH WEEK, these four ladies lay down five nickels for 
four magazines—Life, Collier’s, Liberty, and Saturday 
Evening Post. 
They represent the buyers—women and men—of weekly 
magazines... but 
... everyone in advertising and publishing circles knows the 
buyers do not represent the total audience . . . that many 
more people read magazines than buy them... 
How many more? 


Nobody has known with reasonable certainty. Yet recently 
developed research methods have made it possible and com- 
paratively simple to find out. So... 

LIFE decided to launch LIFE’s Continuing Study of 
Magazine Audiences. You probably saw the first findings of 
this Study. You probably were surprised at the size of the 
figures. (See col. 3.) You might even have raised a quizzical eye- 
brow. Yet eee 

... the whole thing makes sense! It was called the “Biggest 
Advertising News in 25 years’’. . . and it is! 


What makes it The 
Biggest Advertising News in 25 Years? 


The Audit Bureau of Circulation was started 25 years ago to 
get exact information on circulation and how circulation was 
btained. Such information has become, and will continue to 
be, of primary and indispensable value to advertisers. 
LIFE’s Study undertakes to apply the same standards of 
impartiality, accuracy, and reliability to securing informa- 
1 on audience. 
It takes advantage of the kind of research developed in the 
t several years—the new kind of research which now fore- 
‘sts elections and weighs public opinion with such uncanny 
iracy. 
The Study is conducted by Crossley, Inc. (of radio fame)— 
“ith direction and authentication by a committee of several 
of the leading research authorities of the country. 


Other attempts to measure audience have, of course, been 
made. Some have used the convenient “average family”’ figure 
of 4.2. Some have set a higher figure, some a lower. And when 
surveys were attempted, they usually were too confined—they 
stuck to family-heads, or subscribers, or hand-picked economic 
groups. 

This Study does not. It uses a true cross-section of all the 
people, a micro-America, a representative sample of the entire 
population from ten years of age up. The investigators work 
on both sides of the railroad track, reach backwoods as well 
as main roads, talk to a proper proportion of each major ele- 
ment of the population. 


Guesswork Eliminated 


The Study asks people to show that they have seen and re- 
member getting into the magazine—and makes them demon- 
strate. It recognizes an inevitable percentage of confusion and 
falsehood, and eliminates this percentage from the findings. 


The committee under whose direction the Study is being 
conducted not only has no axe to grind, but has an enviable 
reputation to uphold. 


And so—weighing all these factors—you can see 
that here is the first step toward accurate knowl- 
edge on magazine readership. 


How to use It 


It would be silly to claim that information about its 
audience is the ultimate measure of a magazine’s 
value . .. that all other facts and figures should be 
thrown into the wastebasket. 


But size of audience—the number of people who 
get their hands on a magazine, open it, and read part 
or all of it—is an added factor in a thorough and sci- 
entific evaluation of any magazine. And, while not 
final proof, it is an important clue to editorial in- 
terest and potency. 

Thus, the findings of this Study definitely increase 
the knowledge of media values . . . disclose hidden 
values in the entire weekly magazine field . . . suggest 
similar values in all magazines. .. and are, therefore, 


a definite contribution to the scientific and intelligent buying 
of space. ; 
NOTE: The complete methodology of this Study, and its first 
findings, are available in “REPORT No. 1.” If you haven’t 
seen a copy, send for one—it’s the most important advertising 
book of the year. 


COMING: Findings on how much attention each audience 
pays to the contents of each magazine are now being accumu- 
lated, and will soon be available. 


*Here is the number of people—as indicated by the 
Study—who see, open, and read some part of each issue 
of the four large weekly magazines: 


Total Audience 
COLLIER’S .... . 15,900,000 .. 


Paid Circulation 
. 2,633,878 


LIBERTY ..... . 14,000,000 ... . 2,485,395 
| ere eee eee) | es 
SATEVEPOST .. 


- 2,029,761 
12,900,000 . . . . 3,055,123 
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Seno Wenches 
Go to Work for 
Coopers Undies 


(Picture on Page 1) 


Kenosha, Wis., Jan. 12.—Giving a 
new to a familiar story, 
Coopers, Inc., will continue its ‘““No 
Squirming” theme _ through the 
spring and summer of 1939, with 
Peter Arno’s sophisticated cartoons 
providing a change of pace for ad- 


dress 


. | 
vertising of Jockey underwear. The 


busty ladies and walrus-mustached 
gentlemen made famous by the ar- 


tist will figure in humorous situa- | that women do most of the buying} plus extensive 
tions wherein the male finds his dig- | of men’s underwear. 


r 
24 


BV YOK 6. * 


‘THE 


‘nity and comfort sadly impaired by|to shop not only for their husbands |Nyssbaum Heads 
Georgia Group | 


his inability to sit still. 
| The new campaign was shown to 


| Coopers salesmen as the climax of a | 


three day sales forum which just 
closed here. Eighty salesmen from 
jall parts of the country attended. 
A. R. Kneibler, Coopers vice-presi- 
dent, directed the meeting. W. F. 
Lochridge, vice-president of J. Wal- 
ter Thompson Company, Chicago, 


agency in charge of the campaign, 
termed Arno’s_ illustrative  tech- 
nique “eye-arresting.”’ 


men like Arno’s work is particu- 
larly desirable,” he said, “since nu- 
merous surveys have established 


. ears 48 
pour offers you 


” 4 the 
customers = 


CHICAGO'S Pt 


They appear 


i: ae 


TIMES 


and sons, but at times for their| 
|brothers and uncles. In some out-| 
lets women account for 80 per cent | 
of men’s underwear purchases.” 

Three of the Arno cartoons will | 
be reproduced as central units in| 
large, full color window displays, | 
or “promotions,” for use by Coop- | 
|ers dealers. 

Dean Bacon, Coopers’ advertising | 
manager, announced that the cam-| 
paign will appear in monthly quar- | 
ter-pages in Collier’s and The Satur- | 


“The fact that women as well as|day Evening Post and in half-pages | 


|in Esquire. Also on the Coopers’ | 
| schedule are spring and fall roto-| 
gravure insertions in 37 newspapers, | 


for dealers. 


+ 


URE NEWSPAPER 


_ NATIONAL REPRESENTATIVES — ia 
_SAWYER-FERGUSON-WALKER CO. 


DETROIT 


>. 


CHICA 


direct mail support} Alfred J. Silberstein, Inc., 
the account. 


Max Nussbaum, Moultrie Observer, | 
was named president of the Georgia 
Daily Newspaper Advertising Man- | 
agers Association at its first annual | 
meeting in Macon last week. 

Other officers are J. E. Kelley, | 
Thomasville Times, vice-president, | 
and J. P. Luther, Americus Times- 
Recorder, secretary-treasurer. 


Plans Spring Campaign 
Botany Worsted Mills, Passaic, 
. J., will launch a spring cam- 
paign for its line of men’s neckwear, 
featuring the slogan, “Made in 
America from Source to Consumer.” | 
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TELEVISION PREVIEW 


=FRISCO Tee SIONS 


—=— 


ANNOUNCER: 

This salesman is on his way 
to bid on the biggest job in his 
career. Just before leaving. he 
found all the specifications had 
been changed. But—thanks to 
the smooth Frisco roadbed—he 
can work on the train without 
liggling and jolting—and can 
revise his est'mates. He's one of 
the thousands who rank Frisco 
First! 


) FRISCO 
LINES 
ws 

LY 10 OKLAHOMA... 
THE METEOR AND THE WILL ROGERS 


...world famous Frisco trains 


Commercial television may still be quite 
a distance off, but Frisco Lines, St. Louis, 
believes in letting the public know what 
the new art will be like. Current layouts 
contain ali the elements of a television set. 


Sokolsky Urges 
Crusade for 


‘American Way’ 


Chicago, Jan. 12.—The time has 
come for every advertising and 
business man to become an active 
missionary for the American way of 
life, which includes advertising, 
George E. Sokolsky, author and 
economist, who has just written a 
series of articles on the uses and 
benefits of advertising for Liberty, 
told the Chicago Federated Adver- 
tising Club today. 

“Advertising is not a defensible 
thing,” Mr. Sokolsky declared. ‘‘It 
is a mechanism—a useful tool of the 
existing system. As such it cannot 
be defended. But the American 
system of capitalism, free enterprise 
and higher living standards can and 
must be defended.” 


Shouldn’t Limit Quantity 


When the government sets out to 
raise the quality of advertising, it 
may be doing a useful thing, he as- 
serted, but when the government 
makes any attempt to limit the 
quantity of advertising it is not pro- 
tecting consumers, but attacking the 
solvency and hence the freedom of 
the press, he asserted. 

The object of his series in Liberty, 
he said, is to translate the benefits 
and advantages of advertising into 
such simple terms that everyone can 
understand them. 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 


tisement.) 


& ; a ed ig 
a : A A 4 ‘ x a a t 5 : ai ip “ 3 3 a es : me =e 
oh tie sic te 5 Soha Learn Tee fom * a ot 
‘ 4 “ be 1994 te f, aes) fa 4 fete Z . 
— 
, _ ; 
eer 
: ' 
wr eS 
fF _ SS 
a <= mee a 
Te ye ol 
pune Se 3 
hie oe a Re oo arr ea —————— i 
aed © ' ae aie lis ake J Senge ae ac ea ce +: ee ee Mae ee eer. ; ‘ {' 
fade = La, oie ie! Hh ae: ae a om me a = et te a oe “i e 2 -S ee 
os enemy pede ees eee ) oe : iia \ 
a ai % 
vay Sa 
i n THE MONEY Te 
z the same num P r oom te : — —— 
agi iin: IMES reaches : ili 
ing in the T . icago evening mol wa 
Your advertis S ++ does in the other Chicas ud a 
™ ¢ Chicago families a5 ** © lowet TIMES adver" nities, 
— ' da the cost 15 much 10 ; for evening Sie et 
ee ie ws apers, an n che lowest 9) 
"ati \ ne a pe rl 900 readers are amo & ——s 
- ing rates at ; s. iit 
4 ae 
pie a a 
pane ie oa 
ea a 
Aan i ke ™ ee 
- = : Easy Oo Saal 
a im lier pase Size. >. a 
_ oe ‘ ed by the sma : both oh. ae 
om omy 15 offer at ives ther Pay 
ne “ee a cond to read — the TIMES ok agate line in 7 ae : 
Sa Pile to har dvertiser 4 petter “SHOW: the bigeet size 7 
=a Cpe reader ae the “show power” of two In Ss em 
nes preys as ee 
rit tee” the TIM ere! 
= ee) paper. >a 
are ey Se. © ~eaae 
ae 
oe ee 
e ; % bode ea | 
™ ae D ee. 
ne eASe is the only < Aaa 
3 Bah Vt ; sence. It is tHe eer | 
dh tah TIMES audience iS 4 growing — eaders today than ae 
x, Bos: i tee, The ; newspaper with more 1 adership a | 
hi ele eh ‘cago evening , i outhful re bie | 
; Be Pa hicag in y 7 
:% RE SOL IMES growing, ~ “Old se | 
. = “Sag we a See ts The T ; { developing te 
tt your best opportunity ” an 
a Be ct 7 future. ee 5 
‘ PH ‘ __|_ ATTENTION VALUE 
~ . f ey 
a Be ily et —- 0l0UG 
: : é "aa | ae - 4 ead “AAA 5 7 
a 22y aK aa ra Gs 
. ~~ > $7 3 ‘ 
bj ‘ * ss ~~ SS i ae 
. | aaa : . aad 
oa. | ae ieee ‘aa \ 
, - ee ae | a ee s a 4 if : : 
Rin — an - weet ~ ’ ce See my ts \ J a +s { 
~~ a me ia £ 
| y ee Pee € eis i ie, ie . ois 
, ee ae. “ee. “ ; -_ os Pee es te 
oS a ae " - | 
or z a | = Lo? . F ~% 
vy 4, Me - FY ogi” is ti 1? ; a9 . 


10790 


ADVERTISING AGE 


0 COPIES 


tes and foreign 


it 
Controlled Ctrewlation Aud 


by the readers of I 


in all classes of institutions 


... Hotels... Schools ... Colleges . . . Hospitals . . . Sanatoriums 
. . » Restaurants . . . Office Buildings . . . Clubs . . . Dining Car 
Systems . . . Government institutions . . . Steamship lines . . . 
Outfitters or jobbers . . . Asylums, etc. 


2h Billions Budgeted 


Two and a half billions of dollars budgeted for re-equipping, 
refurnishing and remodeling in 1939! That is the amazing total 
brought to light by INSTITUTIONS’ editorial survey to ascer- 
tain trends throughout the field. Indicative of the confidence 
held for the coming year by institutional managements are a 
few of the replies, which follow: 


---@ County Institution says: 


- having done practically no remodeling or re-equipping in 1938, 


AN INCREASED MARKET FOR 1939 


22 BILLIONS to be spent during 1939 for equipment and maintenance of institutions!" This is the lead article in the 
January issue of INSTITUTIONS and constitutes a survey made by the editorial department among the readers of the monthly 
publication, INSTITUTIONS. This interesting article is particularly potent inasmuch as it emphasizes that 75 per cent of 
institutions stated they will spend more money in 1939 than was spent during last year for equipment and maintenance. 


Another significant fact mentioned in the editorial is that some institutions specifically stated that 1939 will mark the first 
expenditures for rehabilitation since 1936 and 1937. 


we are " eppropricting $200,000 to refurnish and redecorate the Hospital. 
, Replacing all outmoded equipment, practically the entire interior of the 
i aged structure is to be renovated. This represents about two-thirds of our 


yearly operating expenditures.” 
MILWAUKEE, WIS. 


, . 

: ... from a Hospital: WORLD'S FAIRS MEAN ADDITIONAL BUSINESS FOR 1939 

t : ; ka ieee oy Every public carrier and institution along the arteries of traffic will be affected by this movement of people and supplies. 
Approximately $166,000 is to be expended in improving present fac : 

1 va ae 40 ~ = of bm non —- —, - Therefore, 1939 is the logical year to increase your advertising budget to the institutional field by advertising in INSTITU- | 

. el ye prs Bee a he edhaated teh Fr gpncmnten TIONS. First, the institutional field will spend more during 1939 than 1938 . . . this is one market. Second, the two 

1 oe ia approprietion of what will be o three year program, costing World's Fairs will encourage the movement of people and supplies in every State . . . this is an additional market. Now is 


CINCINNATI, OHIO the time to begin to build a bigger business and capitalize on this increased market and additional expenditures by adver- 


tising in INSTITUTIONS. It is vitally essential that the RIGHT MEN be reached .. 


. the men who do the actual buying 
. the equipment-minded men who control the purchasing power in this market . . 


. the men who can say "YES" to the 


.-- A Club says: 


actual purchases of equipment and supplies. These are the same men who will fulfill the increased daily want-desires of 

- casita by og ones tao ne a oe ee millions of people during 1939. Write today for reservation in the February issue, closing date—February 6th. 
it will completely refurnish our institution at @ cost of $10,000. With qains 
e in membership and income we believe we can better serve the needs of 
™ our members with new equipment and furnishings.” 
e SCRANTON, PA. A 
: HOW TO GET YOUR SHARE 
“ “Institutions stepped up their buying Tv, in p= | latter aw “ ag aa gi . pg epg i e 

1938, but many of them have plans in progress which, when complete i i i 
to will call for large expenditures. Replacement business in this field will be the on y pu ication which can offer you an © 
in much higher in 1939." 


NEW YORK, W. Y. 


: ... from a Restaurant: 


the following advantages. 


of INSTITUTIONS Magazine % |. All-inclusive coverage ... over 55,000 
. Nov., 1938 (Audited by CCA) copies monthl 
Involving a cash expenditure of $150,000 two cafeterias are to be Hotels ‘and sanatoriums 6.110 P Y: 
remodeled and re-equipped throughout. “Increased business and the Scheols and colleges 3298 _— Read b h ili RIGHT 
desire to bring these two units up to standard have prompted the changes — ee. ae A ea y the a -important 
which will far surpass our 1938 program end increase our present facilities Homes: schools for deaf, r . ° ° ° 
about 50 per cent.” blind, aestame. ote..... 9.800 MAN in all classes of institutions. 
CHARLOTTE, N. C. a Jails, houses of correction, 
— penal institutions... ... 3,238 i i i 
f ‘ 4 Gov't. Inst’ns & CCC Camps 1,812 %& 3. A planned editorial policy. 
estaurants....cccccceses 12,227 i ° ° 
eee lA School AAYA : Building owners and Tom %& 4. A sales and inquiry producer. 
; * : - ~_ 6=6lC ehttt”té‘OCOC;C;*;*;*C*CWSR 6 UNG, nnn kc cc bcecer 3,074 — 
) Our budget for the fiscal year ending next June thirtieth, for build. managers . , . “na 
i ing construction and maintenance, is $180,000... . Our next year's budaet —_— pwr Be gar ne 78 * 5. Backed by 50 years of publishing ex- 
will probably be an equal® amount if not larger. The breakdown on this Steamship lines and dining 
8 year's maintenance and construction budget is: supervision, $2,373; build- 


age 3.22%" ..... $75 oi 
A $1,480,000 project to air condition and modernize seventy-four 1/9 4 Sheen “% 138 

. passenger cers during the forepart of 1939 hes been announced. The 2/9 are Stand. % page 
ing program consists of: air conditioning and modernizing thirteen chair cars: LulO” or 7x4%”".. 240 
ers modernization of 52 chair cars heretofore air conditioned: four diners 3/9 Page 1 column 

modernized as coffee-shop diners: conversion of one diner to cafe-lounge —=Err ea . 335 — - - 
est cer; modernization of four observation cars into limousine type with en- 4/9 Page Standard page EQUIPPING » FURNISHING - DECORATING - MAINTAINING - REMODELING 
er- closed rear end and with complete new furnishings and interior decore- . WU. 506s Ceeseoee ° ’ 

tions. ‘ . 6/9 Page 2 columns 

A LARGE RAILWAY SYSTEM % %” 


business conditions.” 


TUPELO, MISS. 


, Car systems... .ccceess 109 perience. 
ing repair and improvement, $68,333: grounds upkeep and improvement Power and gas companies 290 
$20,295; furniture repair, $9,000: and new buildings, $80,000 Outfitters or jobbers, and (Published by Domestic Engineering Co. Est. 1889) 
their salesmen... . 3,743 
SALT LAKE CITY, UTAH Institutional departments 
of department stores... 132 
Hotel: Architects specializing in : 1 ‘ 
ee 599 ; ~~ 
. from a . Manufacturers and their Welte tes + ’ 4 . tech as 
An expenditure of $10,000 for new furnishings and replecing al! obso- epee and agents... a 4 Audited - ; for space 
lete equipment has been announced. “In our opinion the outlook for 1939 pn as er ae Cf. 4 specifi 
as compared with 1938 based on our own records and past experience is TOTAL 55.215 Statement 2 qe cations 
very stable, and we wish to be in a position to take advantage of better dvertisi 
7c: oo" 


... from a Ratload: 


ONE-TIME RATE 
1/18 Page Standard % 


7x1 ». 550 
Full Page 10%x15%". 728 


900 ewicAGo, tet. 
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jadvertising history. Today, this | copy was concerned, involved a con- 
trade mark is valued on the com-|tract specifying that 50 per cent of 
pany’s books at $1. ‘the circulation was paid circulation. 

Emery Mapes, first president of| Daniel Bull, general advertising | 
the company, picked out Rastus in a| and sales manager, treasurer, vice- | 


a 
Rastus Disappeared, 
but Cream of Wheat Chicago restaurant a few years af- | president and head man, has several | 
i ter the company had commenced | .omments to make in this article 
4 Went On amd Upp | sioiciins pes eveaicd'a tient | upon, the vitues of « one-product 


|for advertising that grew through | “We'll keep all our eggs in one 


the years along with the steady rise basket—and watch them! I have of- 


in Cream of Wheat appropriations. ‘ten wondered, if you sell three prod- | 
Once posed, Rastus dropped out of gelatin and 


jucts like, say coffee, 
corn flakes, whether you can do the 


NERVE-WRACKING FOR AGENCY MAN, TOO 


Pig Details of Price and 
be Copy Policy Told in 


sight forever, despite the company’s | 
long search for him. His likeness, | 


‘Fortune’ Story 


New York, Jan. 12.—An unknown 
negro, consistent national adver- 
tising and a strict price and product 
policy are set forth as significant as- 
pects of Cream of Wheat Corpora- 
tion’s 44-year success story, pub- 
lished in the current issue of For- 
tune. 

More timely is the comment made 
upon the company’s “radical” shift 
this month in introducing a new 
product, a _ five-minute cooking 
cereal, and a prediction that the 
1939 budget may reach $1,000,000. In 
recent years it has ranged between 


however, carried on and played a 
star role in making an entire nation 
Cream of Wheat conscious. 

Mr. Mapes’ talents as an advertis- 
ing man had full sway during the 
early years of the century following 
the company’s first insertion in the 
Ladies’ Home Journal in 1902. Al- 
though the J. Walter Thompson 
Company handled the account, Mr. 
Mapes set the policies, commissioned 
the art work and wrote much of the 
copy. His ventures into advertising 
revealed a rather sorry state of pub- 
lishing ethics, so he set out to fix 
that, too. 


|right job on any one of them.” 


| pand its product, save in the current 


This reasoning is the answer to| 
questions as to why Cream of| 
Wheat has never merged with an- 
other manufacturer or tried to ex- 


move. 

The straight line theory is also 
carried over into its advertising 
plans. One campaign goes to the 
entire country, without any fancy 
promotions or separate advertising 
attacks in various regions. Media 
include newspaper magazines, comic 
supplements and a good share of the 
women’s magazines. 

In the past, about one-fourth of 


wy $600,000 and $750,000. One Product is Plenty its budget has been directed at 
4 a Rastus, the publicized name of the His one-man clean-up campaign, | babies and the remainder at the kid- 
3 negro whose likeness has appeared | Fortune reports, later placed him on|die market, the article comments. 
'’! in Cream of Wheat copy through!the organizing committee of the|This year, however, some changes 
a the years, is credited with being one Audit Bureau of Circulations. His|are in the making. 
of the “most golden trademarks” of | demands, insofar as Cream of Wheat Batten, Barton, Durstine & Os- 
In making the candid camera shots of nerve-wracking situations that feature current 
Camel copy, William Esty & Co., the agency in charge, treats its account men 
1 to plenty of thrills. Here is a typical behind-the-scenes shot. At the top are 
" Richard Beattie (at the camera), of the Harry Watts Studio, and Don Wilder of 
Esty. The men are perched on a stone parapet on the 102nd story of the Empire 
State Building, shooting down at a glazer on the IO/lst story who takes time out 
to light up a Camel. The men are only about 1,100 feet above the street. 
j RY born was appointed during August | Canada, with a Canadian subsidiary 
“2 (ADVERTISING AGE, Aug. 8.) as the | accounting for 7 per cent of the to- 
company’s agency and has _ been| tal. 
ifs hard at work on an extensive con- 


oo 


SIGNS ALONG THE WAY 


The Call-Bulletin led ALL San Francisco newspapers 
in percentage of linage gains in TOTAL RETAIL AD- 
VERTISING ... in TOTAL DISPLAY ADVERTISING and 
in TOTAL ADVERTISING for the month of December. 


The Call-Bulletin led ALL San Francisco daily news- 
papers in the amount of TOTAL RETAIL ADVERTIS- 


sumer survey. 

A possible result of this survey, 
says the article, is a shift toward 
more emphasis upon selling mothers 
rather than youngsters, partly be- 
cause the latter are somewhat fickle 
in their affections. Some years ago, 
Cream of Wheat used radio adver- 
tising to a considerable extent, but 
dropped out of the medium because 
of difficulty in finding the type of 
program which would appeal to 
children and yet avoid the parents’ 
criticism of offering too much 
“blood and thunder.” 

The new product is reported to 
be the most extreme change that 
Cream of Wheat has ever made. 
In line with today’s hurried break- 
fast atmosphere, the company will 
market a Five-Minute Cream of 
Wheat, chief appeal of which will be 
to growing young people. No pre- 
dictions have been made on sales, 
but the change marks the culmina- 


Gardner Moves Staff, 
Greist Resigns 


Art, copy, and production depart- 
ments of the New York office of 
Gardner Advertising Company have 
been transferred to the St. Louis of- 
fice. Executive headquarters and 
the radio department will remain in 
New York. E. H. Greist, vice- 
president, has resigned. 


Reichner Adds Two 


Richard A. R. Pinkham, formerly 
with Time, Lic., New York, has 
joined Morgan Reichner & Co., New 
York, as assistant account executive, 
|}and Walter M. Moss, formerly with 
Blackett - Sample - Hummert and 
Griffes-Bell Company in New York, 
has been appointed research direc- 
tor. 


State Advances White 


J. Stuart White, formerly assist- 
ant director of the division of pub- 


re tion of a five-year consideration | icity ; rertisi ir- 
Pe city and advertising of the Vir 
: ING and TOTAL DISPLAY ADVERTISING for the last period and a $75,000 research ex-|ginia Conservation Commission, 

penditure. Each case now leaving | Richmond, has been promoted to di- 


; maneuvers were un- 
papers power to produce for the | known to Cream of Wheat custom- 
¥ 4 ti is in it —" ¢ | ers, wholesalers and chain stores, 
advertiser is in Its power To atrrac Do not miss the opportunity presented in the even before the Robinson-Patman 
and hold the interest of the reader. increased purchasing power of the San Fran- law became effective, the article as- 
cisco market occasioned by the influx of visitors 9s " If 4 a — Cre t car- . 
ie ried out by the dealer, Cream of , 
» ! te Int tional tion. : y me 
to the Golden Gate International Exposition Wheat refuses him another order; a eee 
~ as is evidenced by the memorable oe 
H The Call-Bulletin has the greatest circulation of any evening /absence of the product from stores 
; ' 2 ? . of the Great Atlantic & Pacific Tea 
newspaper in Northern California ... and is growing steadily. Company from 1915 to 1923. STOCK PHOTOS 
_ Six men comprise the entire sales! Thousands of ready - to - use 
SAN FRANCISCO | staff, although the product is sold illustrations, on all subjects 
Hf ° in practically all of the country’s | e vail bl f in “a 
355,000 retail grocery outlets. Di- | te Wri ° ~olh, ang! bh — 
' A ETIN |rect sales are made to some 4,500 tion. rite, wire or PRONS. . 
, l a 5 os l J I ‘ I i larger wholesale and chain store 
te | outlets here, while shipments are | MAUFP MANN & FABRY CO. 
made to 70 regional warehouses | ee ogee ee 
Represented Nationally by spotted over the country. About 5 per | Telephone Harrison 3135 
Data from Media Records, Inc. PAUL BLOCK and ASSOCIATES cent of Cream of Wheat sales are | ade ye eee 
|; made in foreign countries outside | ques 


quarter of 1938. 


The Call-Bulletin is the ONLY San Francisco newspa- 
per, according to Publisher's Statement submitted to 
the A.B.C., to show a CIRCULATION GAIN for the 


six months’ period ending September 30, 1938. 


The newspaper that is thoroughly 
read does a better job for the ad- 


vertiser, and the proof of the news- 


the plant is half filled with the new 
product and half with the old. 


Strict Price Policy 


Successful with its product, 
Cream of Wheat has also fared well 
with its one price policy, a policy 
which was far more unusual when 
it was introduced than may be the 
case now. The price policy was ef- 
fective with the first carload; with 
it went a standing offer of $500 to 
anyone able to prove even the 
slightest concession on the com- 


| pany’s part. 
| 


Special discounts, cooperative ad- 


'vertising plans and all other com- 


mon_ price 


rector of the division. 


Hoyt Executive Dies 


Charles W. Roberts, Jr., account 
|executive with Charles W. Hoyt 
Company, died Jan. 11 as the result 
|of burns suffered in a fire in his 
|apartment Dec. 23. He was 37 years 
old. 
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KMBC is the ONLY Kansas City station 


... with a full time news editor who has 
metropolitan newspaper experience, Erle 
Smith—veteran of ten successful spon- 
sorships! 


... with an exclusive household economics 
director, Beulah Karney. Under her direc- 
tion the KMBC Happy Kitchen annually 
makes happy many participating adver- 
tisers. 


...to develop locally personalities and 
programs that have become famous na- 
tionally. Here is Caroline Ellis, now doing 
“Caroline's Golden Store’’ for General 
Mills. Others are Margaret and Gordon 
Munro, Easy Aces, Life on Red Horse 
Ranch, Happy Hollow, PHENOMENON. 


Free & Peters, Inc., National Representatives 


George E. Halley, Director National Program Sales, 
400 Deming Place, Chicago 


STATION IN KANSAS LITY 


... that offers so many reasons for the popularity 
KMBC enjoys among the two and one-third 
million radio listeners who daily buy and buy 
and BUY in our P.D.A. Some of the radio ser- 
vices which only KMBC provides in this Mid- 
dle Western Mecca of Sales are shown here— 
there are many others. Perhaps most important 
of all is the fact that KMBC is the only station 
in Kansas City with an attractive array of Audi- 
ence Tested, Selling Tested Programs ready 
for sponsorship NOW. 


a 


. s - 
KMBC is the ONLY Kansas City station ..cinsin. 
regular coast-to-coast network programs. The Texas Rangers with Tex Owens currently enjoy 


one of the highest CAB ratings of CBS sustaining shows. Sunday afternoons at 1:30, E.S.T.; 
Saturday nights at 6:45, E.S.T. in ‘Night Time on the Trail.”’ 


7 


KMBE is the ONLY Kansas City Statiom aries scamatzes is toent vo te 


audience in a big variety show—is, in fact, the ossy station with the talent to produce such a show. Brush Creek 
Follies, broadcast Saturday nights, and playing to S.R. 0. audiences, week after week! 


KMBE is the ONLY Kansas City StatiOm ascs nsintoins consistent pone 


of covering completely public events of special public interest, and KMBC is the only station with a short wave car 
to broadcast news where it happens, when it happens. Above, City Manager McElroy and Mayor Smith officially open 
new Police-Courts building on KMBC. 
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World of Sport 
Background for 
‘Champion Fuel’ 


New York, Jan. 12.— Continued 
emphasis on “7 star features” will 
feature winter and spring adver- 


tising of Anthracite Industries, Inc., 
New York, James P. Duffy, assist- 
ant to the president, announced to- 
day. Six insertions of 1,000 lines 
will appear in about 70 newspapers 
in 12 Eastern states and the District 
of Columbia. 

Sport scenes will be used to win 
reader interest and provide the 
background for exposition of the 
story of seven points of superiority. 
A vertical strip at the left of each 
piece of copy will emphasize these 
virtues graphically with thumbnail 
sketches of household dramas. 
Hockey, basketball, pole vaulting, 
high diving and tennis are among 
sports which will give Anthracite 


|plains that “in diving competition, 
‘a champion is judged by skill in| 
}run or 


Industries the opportunity to point 
the moral, “It takes all 7 points to| 
make a champion.” 

This selection of topics forced the | 
organization and its agency, the 
Simpers Company, to dig deeply 


/eras and camera accessories. Maga- 


_ used. 


= - 
diving girl featured in one adver- | Report Studebaker May 
tisement, for example, the copy ex- Enter Low Price Field 


Studebaker Corporation, 
Bend, Ind., will invade the field now 
being held by the big three, accord- 
ing to Dow, Jones & Co. The new 
car will be introduced in the spring, 
the news agency said. 

Paul G. Hoffman, Studebaker 
president, refused to discuss reports 
|of a new low price car. 


take-off, correct carriage, 
confidence, force of dive, speed of 
dive, form, and entry into water.” 
This provides the prelude for the 
claim, “A champion must excel in 
all 7.” 


} 

Chicago AMA to Hear ‘Now Joseph Gerber Co 
ag gy orden - ee & ptm _ ea 

: >, assistant) Ore., has change its name _ to 
publisher and advertising director feauahs R. pom a Company, with 
of Child Life, Chicago, will ‘speak no change in personnel or stock- 
on “Reaching the Juvenile Market holders involved. J. T. Crossley 
at the meeting of the Chicago | has not been with the agency since 
chapter of the American Marketing| 1939. 


Association Jan. 17 at 6:30 p. m. in a alates 
the Stevens bldg. restaurant. . ° 
“ er Buy “Pathfinder” 
Victor A. Whitlock and James A. 


——- 


Gets Argus Cameras 


Bray have acquired control of the 
International Industries, Ann | Pathfinder, Washington, D. C. Mr. 
Arbor, Mich.., has appointed | Whitlock was formerly vice-presi- 


Brooke, Smith & French, Detroit, to| dent and director of advertising for 
handle advertising of Argus cam-| United States News, and Mr. Bray 

| treasurer and publisher of the 
zines and business papers will be! News. 


‘“ " Account to Tracy 
To Represent Herald | The Swedish Travel Information 


Daily Herald, Tyrone, Pa., has| Bureau has appointed W. I. Tracy, 


into lore of each field in order to| appointed Howland & Howland,|New York, to direct a newspape1 
be technically correct and win con-|New York, as national advertising|magazine and direct mail cam- 


fidence of readers. Of the pretty| representative, effective Feb. 1. 


<e ia aa 


_ Miss Perkins, make a new file 


on WWL New Orleans.. 


Pe 


paign. 


” a $ 


The 50,000 watt Station J 


a 


\ in NEW ORLEANS 


South | 


pel 


DRAMATIZES CHAMPIONSHIP INGREDIENTS 


earve—chweysan tap Noupe end downs 
ef emperetere 


It takes all 7 points to 
make a champion. Tedey+ « 
hom otbell 


3. SAFETY — Can not beak. opell o« ox 
plode Anthracie ws the wortd » sales bene quae ff 4 
fart Burne aidewthy witben sartf— sale speed r— A ecrurecy. eler'pese if« 
wee ogihty judgmen: romp aw 
put & chempeoe mus! i in alt 7 ——— 


...and it takes Anthracite's 7 star features 
Raced to make a champion fuel 


Mest home heating fuels compete with one another 
by emphasizing one or two principal advantages. 
Anthracite is different. It gives you all 7 essentials 
for complete heating sausfaction. Fuels that challenge 
Pennsylvania Anthracite’s economy, lack its clean- 
liness, healthfulness or convenience. Others that ap- 
proach Anthracite’s convenience 
sacrifice ite safety, dependability 
of ite economy 

Anthracite is the “7 star fuel” 
because it is almost pure carbon, 
the most concentrated fuel in the 
world. Ite inherent advantages 
make it the most versatile fuel, 
for it can be used im any type 
of equipment from open grate to 
completely automatic heat and 


aw d g- In the simplest 


ANTHRACITE 


(HARD COAL) = 
THE ONLY J STAR FUEL ak 


boiler of furnace, with inexpensive thermostatic con- 
trol, it gives you automatic heat with no attention 
for as long a* 12 hours. Magazine feed heaters are 
self-fueling for 24 to 48 hours. Stokers feed fuel and 
remove ash all season with no attention 

Before you build, buy or rent a new home or 
modernize your present heating 
system, ask your coal merchant 
—or write direct— for a copy of 
the new, free, illustrated book. 
“A Man's Castle.” It tells why 


Why Anthracite has all 7! 


Nature did « job of compressing, to make 
Anthracite, that man has never equalled 
Anthracite we the most concentrated fuel un 
the world. It contame more standard heat 
unite (B.T.L's.) per cubse inch, than any 
other fuel, whether quid. gaseous or soled 
The makes it 0 economesl, that 


the fuel that is preferred in more 
than 6,000,000 homes can give 
you the correct combination of 
convenience and economy best 


For %¢ nag ye ee eee ee suited to your home and budget 
16.000 STANDARD HEAT UNITS 


(Britioh Therma! | mite) 


Anthracite Industries, Ine, 
Chrysler Bldg , New York, \.Y 


This piece of copy typifies the new series of advertisements started by Anthracite 
Industries to draw a parallel between the qualities that make champions in 
sport and the qualities that stamp Pennsylvania hard coal as a ‘champion fuel.” 


To Metropolitan 


Bellerose Housing Corporation, 
Bellerose, N. Y., has appointed 
Metropolitan Advertising Company, 
New York, to promote the sale of 
“The House of Today,” a develop- 
ment of 600 one-family homes in 
the $5,000 price range. 


Reach Gets Alkine 


Alkine Company, New Bruns- 
wick, N. J., manufacturer of Flem- 
O-Lyn cough remedy, has ap- 
pointed Charles Dallas Reach Com- 
pany, Newark. Radio, newspapers 
and car cards will be used. Charles 
W. Scott is account executive. 


We 


Rock 


Island 
Reaches New Peace Time 
High of 3,000 Men 


Arsenal 


. 3 
Total 1938 Building Per- 
mits for Moline-Rock 


Island $3,080,940. 


the 


Rock Island Second, 
line Fifth in 
Illinois 


Mo- 
November 


Con- 


Downstate 


completely 


struction 
. 
Industrial Employment on 


Increase. Now 18,400: 
1929 Total Was 18,690 


THIRD 
LARGEST 
MARKET 


IN ILLINOIS 
OUTSIDE 
CHICAGO 


24 CARAT CIRCULATION 


The 9 OUT OF EVERY 10 HOMES COVERAGE 
offered by the Dispatch-Argus voluntary combi- 
nation is deserving of your favorable considera- 
tion for a number of reasons. 


1 WE USE NO HYPODERMICS. our reac- 


ership has been built up steadily on merit alone. 


through contests, 
other special inducements. 


2 WE WIN READERS THROUGH SERVICE. 


Consistent editorial policies, alert and complete 
news service, varied and ample advertising presen- 
tation have kept our readers loyal, satisfied and 
responsive. 


THE CREAM [OF A RICH MARKET. 


Dispatch-Argus coverage gives you the cream of 
77th United States Payroll Market at a min- 
imum cost. 


° Direct your lineage at this MID-WEST STRONG- 
HOLD OF INDUSTRY—AGRICULTURE AND 
COMMERCE through the ONLY means of 


ISLAND. They are prosperous, for- _the 
ward looking and growing. There's 
a lot of business here simply wait- 
ing for you to tell your story. 


A MEMBER OF ILLINOIS MARKETS 


do not, and have not, forced our growth 


premiums, insurance, or any 


reaching MOLINE and ROCK 


(Tey 


ad 


Nat'l Rep. The Allen-Klapp-Frazier Co. 


New York 


Chicage Detroit st. leu 


ee 


. aie? , , < o Cote BR 
> i ae Le Bex 
aon ee ae May FP 
3 4 r ’ aN * . £ — 
—_ M " é P nates t Oe Pi . aK: , . - 
Bis: — a |r 
i by — as -; 3 he iy an 
= ~ enone /\\ be 
i me ‘i *, vd Res 
x 2 \, SER ERS 
Z cS , - ee 
‘ 2. comvent—< we x. ° = - \f 2S : Aas si a 
ss i a beet. Heat sive ; ee hy ye , = ‘a b At &. » 
PS | | a SP, ; 
Ey E 
eS ] \ Jy ££, 4 
¥ seumeoreee: * 77 
= Ses 
- ue! —_—_—_—_—_—_—_——_ | , > 
a | ‘ 1 4 
. | a 
zs ‘senrtaes a 
= pee py pod a 
ti’ 4 : : 6) 
ee i - eee - Tt~C‘CNTSCS ”T 
ax . apeorane Si chee wens cage bas cbvery he 
. ‘* E - -_ a ee On, —— ie = 
a ‘ 4 : ™ ‘ | Sptastesene me 
‘. | a er 2 ae | — | 
+i S al a 4 mae a 7 : se 7 : x eae re Ben vee * ii ” & oe ae M oad * P A. . | 
ca 7 ‘a ae a Ree Fd as 9 i a ee oe ely al be | -y oe ah se ey ej i: ae 3,5 * 
oe . i ai “3 i. wes “= Se -— F ; oi bole 
_ <% ne ae a Rg: ae ee See aS i 
s » - : 3 . _ ee ae he > nr : 7 “ae at ‘eal Ve , x ; : Pace ee; k 
se - -{ ; ¢. 2 2 : @: 2 x faa Ke — te - ig bi —— P ‘i , 7 4 4 ; . = 4 4 a. ee | _ ——— = 
7. : Sept ieee | C( - — : add im — ‘ . ts i is re t. pee a — = 
a2 — | evr ee.” OTT x. . ae aes | 
ae ah f Sl he . ses oe gee SS aS 1 a a } 
—_— tg PM , ie fs & oe ages eh “ae & — a , ile &. F ’ we ee , _. 7 ice, : ia. - mt A = 
ws a. i os Sato a Ty —— Pwe a ~* ¥ 
Be. MeGns—Noy, 50.0 
4: a /Y00 Watts 
Ne 2 ae Blanks 
. a 4 ” *-State ferr itory of 10 . 
= oe 5 times th 000, 000 Peop| : 
.. RA ee e POwe, of 2 Op e, 
(= te Estep); aa $tOtion With | 
*y . oh c elished Preferen. h ” 400 Miles ; me 
re Ver; . e + : oe 
ie e | ke ing ™Portans event, ‘ugh leodersh;, in ie Ep ——, : 
4 | 4) Building *ver-large, , Ing & - 
% . ! . Pape, ©ampg; Vdience by j k ; : Noy, 
4 gn "Unning in 37 "tensive News. 
-. 2 - . 
es “ Pominan, Sta tion in th " WSPapers \ 
. il 4 = . POsperay. D } 
ey re = fen South, 1@ 
3 CBs AFF iitare f Ney re) \ S - 
" 50.006 Warrs Presenter o> he rlean, ~S , a, a pe Cc 
a , : Ka Pd AGe ' 
a “INCENT » NCy, INC / 
q s.. CAUAHan, Cenera, fens ’ \ | I 
’ . Tens Ger \ 
<. es ‘ __ é ab dacs rie, : “ae ies c \ \ ee F 
" Ae ; i ae, : E “= gee ct J 
pre ‘ e 7 : : ie. f . = ' Pinan " ss oe - ” 7 oe ie . et] Pao Po . 2 a , » a \ ( \ S 
b | , , ; = Res Pe ti ba _— oe J - Bite i / ‘ ( 5! 
. : a: a a be 4 “ig “a £ i a 2 iy * c, . a - | 
= ix} - aaa —_ - bao ss 7.9 7" ~~ Be a i é | Fe S| 
Re} . %, i s , oe 4: re | E 7 ‘ f 3 : t . bs PO ‘ 
S: Re a y ." . ; ‘ Rng we a a. ai, sa a ; : " ie 
a - : a iponaaae’™ “ { an | 7 
i a | 5 , ail . < ‘i e ) ra + x * : v4 io bt ™ H cea) . 
: a x vy P ¢ A ‘ ® im * ‘ DAILY se LAND / a et 
4 | aa ‘ke | MOLINE = OCK Sas ont 0 w 
- ee Gh Ll : noch ee 
“i was . : ® * 2 : a a age : db : | a 
tae 8 ™ % * A — ™ al, # : | bits Po 
3 " x i 2 2: : = —_ =" ig cas te : = — = % e so c : | fC 
oe. Clizam ae. Ae 
* de M4 Pf 
pee : 


—_t' @ 8 


l- 


f 


Vay 


eu 


January 16, 1939 


ADVERTISING AGE 


ee 
_ 


MAKING TWO BLADES crow 


WHERE 


BEFORE AND AFTER: The Texas wheat field 
above had failed to produce a crop for several 
years. 14 months after a soil conservation 
program, as advocated by The Farmer-Stock- 
man, had been put into practice, it produced 
the feed crop shown to the right. 


GREW BEFORE 


ba Wiha 3 a a 
a wy aM 


EDITOR ROBERTS of The Farmer-Stockman, 
spends much of his time in the field, discussing 
farm problems with Oklahoma and Texas 
farmers and stockmen. His advice is sought 
on every type of problem ... his solutions are 


based on sound farm economics. 


‘The problem of soil erosion is one of our 
biggest problems. It lies at the root of all 
farm operations. No soil, no crops; no 
crops, no livestock—no nothing. It is basic. 
It is fundamental.” 

Farmers everywhere heard statements 
like this in 1938 when the Department of 
Agriculture pushed its $315,000,000 soil con- 
servation program. But itwas an old 
Story in Oklahoma and Texas. Fast yel- 
owing pages of The Farmer-Stockman of 

317 unveil the above quotation .. . the 
°pening gun of a campaign for the South- 
west to “hold what nature gave us.” 


This is typical of the far-sighted, broad, 


constructive policy through which The 
Farmer-Stockman has won the unfailing 
allegiance of the farmers of Oklahoma and 
Texas. It is typical, too, of the way in 
which The Farmer-Stockman approaches 
every angle of business, community and 


home life, education and legislation which 


in any way affects its farm families. It ex- 
plains why The Oklahoma Publishing 
Company has for thirty years looked upon 
this outstanding farm journal as an indis- 
putable coordination of men, methods and 
machinery which serves as the cornerstone 


of its service to the Southwest. 


Je FARMER - STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 


THE OKLAHOMA PUBLISHING CO. @ THE OKLAHOMAN AND TIMES @ MISTLETOE EXPRESS @ WKY. OKLAHOMA CITY 
KVOR. COLORADO SPRINGS @ KLZ. DENVER (Aililiated Management) @ REPRESENTED BY THE KATZ AGENCY, INC. 
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> s experts in that field. Furniture ad- enlisted in the promotion job, he ‘No Dratt’ Theme Wins ‘Aducation’ Is 
: Furniture Sales {Q _vertisers —although still holding| remarked, in view of the large | Succegs in New Field 


variant opinion regarding consumer 


preference in styles—have stepped 


Show Gain in ‘39, 
Experts Forecast 


share in the expected sales rise. 
Among the experts to voice opin- | 

ion on future trends during the 

jopening days of the show were| 


number of attics he had found to 
be choked up with cast off furni- 


|up advertising plans in an effort to | ture. 
‘American homes need new fur- 


niture,” he said, “but we must cre- 
ate some positive destruction to get 
rid of old and worn out furnish- 


Chicago, Jan. 11.—There’s 
another national drive under 
way for ‘“‘No Draft” ventilation, 
but this time the product is a 
baby crib, rather than an auto- 
mobile, visitors to the furniture 


Coined to Denote 
Advertising Effect 


Chicago, Jan. 10.—‘‘Aducation,” 
meaning the educative effect of 
advertising, was coined yesterday 


|Lawrence H. Whiting, president of | ings.” show here learned today. by Lester Allwood in the half-co}- 


a has in turn been predicted by the Fire commissioners might also be Venturing opinion on what Mrs. Hudgins, “has gotten fed up with |civilization depends on education.” 
is — _ —————— a old functional modern and its com- 
‘= mercial borax derivatives. In more A. Roosevelt Testimonial 
oe, sober moments she will buy 18th} In a later passage, Caleb recalls, 
* - f ‘ + i, es century English furniture which|the then Governor presented ad- 
7 die will show a national increase in ac- vertising in an even more positive 
- “oh, ee _ ceptance.” light, declaring that “the general 
il 4 “Sister Rural,” he added, “will |raising of the standards of civiliza- 
‘i compromise on American maple,/tion among all groups of people 
ee while Sister Industrial Borax will during the past half-century would 
%: bestir her buxom self and buy|have been impossible without the 
“a proportionately more furniture than |spreading of the knowledge of 
- > either of her sisters. 


* 
A 
+ 


sagt thee 


“alee, 
7 Everling Advanced 
= Lawrence I. Everling has been 
named second vice-president of 
a r r & i ¢ Richard A. Foley Advertising | naTional REPRESENTATIVES 
Agency, Philadelphia. He has been | EDWARD PETRY & CO. 
with the agency since 1919 as ac- 
- New York: I. A. KLEIN, INC. THE HOME NEWSPAPER Chicago: J. E. LUTZ count executive in charge of radio| [A BCT# Big ldm 12a, itu 
a and merchandising. 
ee 


Factor 


Chicago, Jan. 12.- 
prosperity in the furniture 
try gained a more 


here this week as 
the annual winter 
show opened at 
the Furniture 
Mart with lead- 
ers in the field 
predicting in- 
creased sales and 
outlining ex- 
panded advertis- 
ing plans. 
Forecasts of in- 
creased sales are 
based chiefly up- 
on expectations of 
greater activity in 


residential building, a trend which 


Houlder Hudgins 


Be ie \the Mart: Gerald Stedman, former| Mr. Stedman also criticized sales 
Home Building Boom | vice-president of the Cramer-Kras-|and promotion conducted on the | 


Cited As All-lmportant <<" 


Company, Milwaukee, and|basis of price alone. Women, he 
Houlder Hudgins, furniture mer-|asserted, actually shop for value at 
|chandise manager of Montgomery|a net economic cost, rather than 
| Ward & Co. ion a price basis. 


Mr. Whiting’s belief in an up-| Mr. Hudgins told a Furniture | 


|ward trend was based on the mo-|Mart Press Club luncheon that pre- 
lmentum gained by the industry /dictions of increased sales in the 
during the latter months of 1938, | furniture industry may range from 
land in the record registration at|10 to 25 ner cent, with the latter 
lthe show. Prices, he said, may |being the more likely figure if the 
range slightly higher than last! building boom develops. 
year. “We have good reason to expect 
a building boom to commence in 
1939,” he remarked. “Every 19 
Mr. Stedman, addressing the Na-|vears we have had a peak point in 
ltional Wholesale Furniture Sales-|building and every 19 years we 
lmen’s Association, commented that!heve had a serious depression. The 
a recent nationwide survey of|last peak was in 1925, indicating a 
more than 27,000 women had re-|repetition in 1942. The last bottom 


Stedman Addresses Group 


[A \vealed 68 per cent of them as ex-|was in 1933. The year 1938 was 


| pecting to buy some kind of furni-|the mid-point and 1939 should be 

ture in 1939. Of the total, 39 per|the first year in which building 
jcent said that they could afford to|production is greater than aver- 
| buy. age.” 


| Detroit is not only Ameri- 
® ca’s FOURTH market in 
size, but also one of the greatest 
industrial markets in the world. 
It is the dynamo behind the na- 
tion’s great steel, oil and other 
key industries. 


@ fectively and economically 
with ONE newspaper—The De- 
troit News—which reaches 
6314% of ALL Detroit homes 
receiving any newspaper regu- 
larly—42% exclusively! 


Detroit can be covered ef- 


: : ° - Sot on OE : oe Ee ae 
Fea ee ey +2 te 


Sponsor of the new develop- 
ment which capitalizes suc- 
cessfully upon the popularity 
given the theme in the motor 
field, is the Lehman Company 
of America with its Babyguard 
crib. A double row of panels 
does the trick, cleverly ar- 
ranged so that baby can’t fall 
out, stick his head between the 
panels or pinch his fingers. 
Copy will appear in Good 
Housekeeping, Parents’ and 
Woman’s Home Companion, 
with spot radio also scheduled 
through John H. Dunham 
Company, the agency. 


= 


America will buy this year, Mr. 
Hudgins divided the average fur- 
niture consumer into three types: 
the sophisticated metropolitan con- 
sumer, the rural type and the in- 
dustrial type. 

“Sister Sophisticate,’ said Mr. 


“And as a special added attrac- 
tion she is going to buy furniture 
that is bigger and better than ever, 
with huge mirrors, especially if 
they have the new double wing 
back formation.” 

Despite his prediction of boom 
sales to the borax customer, Mr. 
Hudgins termed this a declining 
segment of the furniture market. 
The average level of taste is rising, 
he commented. 


Sponsors Study 
of Doctors’ Views 


on Direct Mail 


New York, Jan. 11.—The attitude 
of physicians toward direct mail 
advertising sent to them by pharm- 
aceutical manufacturers will be the 
subject of an investigation con- 
ducted under a fellowship in mar- 
keting at the University of Chicago 
through funds pledged by Murray 
Breese Associates, Inc. Announce- 
ment was made this week that the 
grant has been accepted by the 
board of trustees. 

A group of university men, sup- 
ervised by three faculty members, 
will interview physicians. Among 
the points to be observed are the 
procedure in handling incoming 
mail in doctors’ offices; types of 
mailings that have greatest appeal; 
and the amount of attention given 
to direct mail as compared with 
other methods of sales promotion. 


Thompson, Angell Shifted 


E. V. Thompson, director of ad- 
vertising of Nation’s Business, New 
York, has been appointed assistant 
to the publisher, Merle Thorpe. 
Orson Angell, director of promo- 
tion, has been named director of 
advertising. 


Carson to Edit “Fabrics” 


Franklin D. Carson, formerly in 
charge of advertising and promo- 
tion for Marshall Field & Co., Chi- 
cago, has joined Haire Publishing 
Company as editor of Fabrics and 
Ready-To-Wear, with headquarters 
in New York. 


umn of space in the Chicago Tri- 
bune, in which, as “Caleb,” he dis. 
cusses daily any topic he regards of 
general interest in behalf of Mar- 
shall Field & Co. 

“The educative effect of adver- 
tising on individuals and on popu- 
lations is not always appreciated as 
it deserves,” said Caleb. “Yet it is 
so definite a reality in current 
affairs as almost to warrant a spe. 
cial name—a word by which it 
would gain recognition in its own 
right. Such a word, perhaps, as 
‘Aducation,’ might at least be nomi- 
nated.” 

Caleb referred to the tribute 
paid to advertising by “the former 
Governor Roosevelt of New York” 
before the Advertising Federation 
of America in 1931, when he said: 

“Because advertising brings to 
the greatest number of people 
actual knowledge concerning useful 
things, it is essentially a form of 
education; and the progress of 


higher standards by means of ad- 
vertising.” 

Caleb himself ended on a warn- 
ing note: 

“With research and_ invention, 
engineering and distribution, mul- 
tiplying the enhancement of all 
living, Aducation will more and 
more become a dominant feature 
of what used to be called ‘Sales- 
manship in Print.’ As a force for 
progress and permanence, more- 
over, it will affect the public 
through every imaginable publicity 
channel. 

“It is to be hoped, therefore, that 
in respect to discretion and believ- 
ability the vigilance of its produc- 
ers will at least equal the magni- 
tude of scope and materials with 
which they operate.” 


Hatch Joins Polygraphic 

Winfield S. Hatch, formerly pro- 
duction manager of H. B. Humph- 
rey Advertising Agency, Boston, 
and J. Walter Thompson Company. 
New York, has joined the sales staff 
of Polygraphic Company of Amer- 
ica, New York. 


Harold Stores Name Frey 

Erwin M. Frey & Affiliates, New 
York, has been appointed public 
relations counselor for the Harold 


group of retail stores in eastern 
Pennsylvania. 


1939 will be what 
YOU make it! 
WFBR will help 
you make it 4 
“Happy New Year” 
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ADVERTISING AGE 


Urges Less Detail 
in Industrial 
Advertising Copy 


Fortey | Emphasizes 
Growing Competition 
for Readership 


New York, Jan. 10.—Most indus- 
trial advertising is cluttered up 
with too much detail which ought 
to be scrapped in favor of more 
straight selling copy, H. W. Fortey, 
director of advertising, Warner & 
Swasey Company, told the Techni- 
cal Publicity Association here last 
night. 

Co-featured with Mr. Fortey at 
the TPA dinner was E. E. Thum, 
editor of Metal Progress, who de- 
scribed results of a survey of read- 
ing habits recently concluded by 
the publication. The research re- 
vealed that the average reader de- 
votes one hour and forty-five min- 
utes to each issue of the magazine, 
that brief articles dealing with 
solutions to specific problems are 
most popular, and that editorials 
rank near the bottom in reader 
interest. 


Urges More Sparkle 


Mr. Fortey declared that indus- 
trial copy needs to be “dusted off” 
to meet greater competition for 
readership than ever before. Above 
all, he said, make your copy inter- 
esting if you want it read and re- 
membered. “Industrial advertisers 
should stop talking about them- 
selves and talk about what their 
products will accomplish for buy- 
ers.” 

The speaker pointed out that the 
machine tool industry is faced with 
the problem of selling both the 
plant superintendents who are 
thoroughly familiar with the equip- 
ment they recommend for purchase 
and company executives who are 
often unfamiliar with the engineer- 
ing aspects of the products they 
buy. 

Warner & Swasey tries to over- 
come this dual problem by adver- 
tising both in general business 
papers and in business papers de- 
voted to specific industries. The 
1939 business paper budget of his 
company has been increased 35 per 
cent, Mr. Fortey revealed. 

Most purchases are made on the 
basis of impressions, rather than 
facts, Mr. Fortey asserted, and in- 
dustrial advertising should strive to 
create favorable impressions among 
buyers and leave’ uninteresting 
facts to be transmitted personally 
by salesmen. 

“Industrial advertisers must sell 
their products on the basis of what 
advantages their purchase will 
bring to buyers,” he said, for both 
‘selling and advertising start with 
the question, ‘What have I got that 


I know he needs?” 
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Patman Girds for 
Battle in Behalf 
of Chain Tax Bill 


Washington, D. C., Jan. 11.— 
Representative Wright Patman to- 
day announced that his 1939 fight 
for the enactment of his stringent 
chain store tax bill will open within 
ten days with a vigorous defense of 
his measure and attack upon his 
critics on the floor of the House of 
Representatives. 

Asked about the content of the 
forthcoming speech, Mr. Patman 
said that it will comprise another 
outline of the legislation’s objec- 
tives and also some new material 
“not yet brought to light” on the 
situation. 

The Congressman, unabashed by 
his recent unsuccessful attempt to 
gain a seat on the powerful House 
Ways and Means Committee, to 
which the legislation (H.R.1) has 
been referred and where it slum- 


Congress, promised continued effort 
to get his bill on the floor of the 
House. 

First he will exert all possible 
influence to get hearings before the 
Ways and Means Committee. If 
this proves unsuccessful, as was the 
case last year, he will ask for a 
rule in the House to discharge the 


time consuming, Mr. 


appear, it will be used if necessary 


He recalled that this method was 
necessary to bring the controversial 
soldiers’ bonus bill, of which Mr. 
Patman was an author, to the House 


for vote. 


Jacobi Named President 


president of 


bered without ‘action in the last 


fact that— 


Irs a conspiracy. 

The self-satisfied but rather selfish gent is not a 
retired capitalist but a composite drawing of 
present-day users of Minute Movies. Swell fellows 
—but they refuse us permission to publicize the 
results of their campaigns. This, in spite of the 


Minute Movies—the youngest of the national 
media—are turning in some of the most outstand- 
ing sales results per dollar spent in some of the 
toughest markets in the United States: 

Case A: Well-known advertiser in grocery field. 
Long a manufacturer and seller of a low priced 
article which has been a slow mover. After run- 
ning Minute Movies in ten cities over 500,000 
each in size, plus literally hundreds of smaller 
communities, this advertiser found sales increased 
more than 200% in six-week campaigns in 
each market! Increased distribution and grocery 


MINUTE 


WATION-WIDE 


GENERAL SCREEN 
Memb 
WRIGLEY BUILDING 


Ways and Means Committee from 
further consideration of the bill and 
bring it directly to the attention of 
the House. While this method is | 
Patman 
pointed out, because it requires the 
circulation of a petition among the 
members on which 218 names must 


Lester E. Jacobi has been elected 
Schenley Distillers 
Corporation, New York, succeeding 
his brother, the late Harold Jacobi. 


(\ 
| 


“Builder” Promotes Hanna 


Phil W. Hanna, formerly man- 
aging editor, has been named pro- 
motion manager and assistant pub- 
lisher of Practical Builder, Chicago. 
H. R. Bigelow, formerly sales pro- 
motion manager of The Lehon 
Company, Chicago, succeeds Mr. 
Hanna as managing editor. 


Scheer Named President 


Young Men’s Advertising Club of 
Chicago has elected the following 


new ‘officers: Thomas Scheer, 
Printers’ Ink, president; Irving 
Lesher, Dwight H. Early, vice- 
president, and Richard Johnson, 


Needham, Louis & Brorby, secre- 
tary-treasurer. 


Gets Tioga Dog Food 
William T. Lane Advertising 
Agency, Syracuse, N. Y., has been 
appointed to direct the advertising 
of Tioga dog food, manufactured 
by Balorations, Inc., division of 
Tioga Mills, Waverly, N. Y. Lee 
Ramsdell, Jr., is account executive. 
Lee Brown Coye has joined the 


Four Sponsor Promotion 
of New Spring Colors 


Four national advertisers of non- 
competitive products have banded 
together under the name of “Color 
Affiliates” for joint promotion of 
six new spring colors. Artcraft 
Silk Hosiery Mills, Norman Blum 
Company, Koret and Hat Corpora- 
tion of America are the sponsors. 

The colors were introduced in a 
two-color page in the Jan. 15 issue 
of Vogue. Abbott Kimball Com- 
pany, New York, placed the copy. 


Gets Shoe Account 


Spalsbury - Steis - Deevers Shoe 
Company, St. Louis manufacturer 
of College Hill sport oxfords, has 
appointed Robert Lasersohn & Co., 
St. Louis, as agency. Business 
papers and direct mail will be used. 


Uses One Rate Card 


Station WKRC, Cincinnati, CBS 
affiliate, has discontinued its local 
rate card and will operate with its 
new rate card No. 12. Its basic 


rate per class A hour is $300. 


store displays were important by-products! 

We work closely with this advertiser and know 
many of the actual figures. But we're not allowed 
to print them. And, until we find an advertiser 
willing to share his good news story with others, 


all we can say is— 


We have many case histories to tell you about. 
We have some remarkable new consumer motion 


picture advertising productions 


take a look and learn for yourself how Minute 
Movies breathe new life into a sales story by com- 
bining SIGHT—ACTION—SOUND simultane- 


ously. 


National Sales Representatives: 


MACY & KLANER, INC. 


Wrigley Building 


JAM HANDY THEATRE SERVICE, INC. 
General Motors Bldg. 
Detroit, Mich. 


230 Park Avenue 
New York City 


MOVIES 


ADVERTISING 


ADVERTISING, INC. 
er A. F.A. 


CHICAGO, ILLINOIS 


to show you— 


Chicago, Illinois 
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The New Strike Technique 


The methods now being employed |tion of a general strike. 
by the American Newspaper Guild While the right of newspaper men | 
to strengthen its position in strikes} and other groups to organize is not | 
newspapers by bringing | in question, and they have all of the 
advertisers have such | facilities under the law to adjust | 
far-reaching implications that it] any grievances which may arise in | 
would be for advertisers to| their relationships with their em- 
consider them before yielding to the | ployers, the use of the philosophy 
demands of Guild members to with- | of the general strike in attempting 
draw from media which are in-| to include intimidation of advertis- 
volved in difficulties with the ClO|/ers in their strike technique is, in 
organization. | our opinion, definitely against pub- 

Inasmuch as recent situations of | lic policy. | 
this character have indicated that} Advertisers are particularly sus- | 
advertisers are likely to be intimi- | ceptible to this kind of attack. They | 
dated by the striking groups, and| value favorable public relations, 
comply with their demands as ajand they do not desire the sort of 
means of avoiding secondary picket- | destructive publicity which the 
ing, boycotts, etc., it is important | Guild successful in creating. 
for them to realize that concessions | But the public is getting fed up with 
on questions involving basic prin-| extreme labor measures, and is be- 
ciples may establish dangerous pre-| ginning to resent the 
cedents. which the radical wing of the labor 

If an advertiser, in order to avoid| movement seems to be committed. 
adverse publicity through picket-| Therefore a halt should be called 
ing or otherwise decides to elimin-| when the Guild attempts to bring 
ate his copy from media which are 


pressure on advertisers as a means 
prepared to offer satisfactory service, 


of forcing favorable 
what is to prevent the secondary | newspapers against 
strike technique from being applied | have been called. 
tc any other supplier? If suppliers The advertiser who is not willing 
and customers of companies against|to be intimidated and who 
which have been declared|a firm stand against the new strike 
are to be penalized because of these | technique may be protecting himself 
relationships, then an_ individual | from other even more important sit- 
strike speedily moves in the direc- | uations later on. 
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against 
pressure on 


wise 


is so 


excesses to 


from | 
strikes 


action 
which 


takes 
strikes 


| thanks 
j}make the “STOP! SHOP IN HACK- 


Give the Editor His Due | 


The head of a large agency which 
handles the advertising account of 


and equipped with furnishings 


which not only provide comfort but 


an important furniture manufactur-| beauty. Advertisers can cash in on 
er commented recently on the re-|situations like this because of 
sults of a survey which had been|the way in which editors, for 
made among women in all income! some time, have fertilized the field.” 


The demonstrated | Many of the editorial activities of 
that the education of the American | Magazines and other publications in 


housewife in the field of correct de- field of 


groups survey 


the education of home 
sign for interiors has progressed makers have not been supported by 
very rapidly It was particularly | advertisers, or to put it more ac- 
significant that women in all groups | curately, have not been utilized by 
were aware of the have 


importance of |advertisers whose 


markets 
color harmony and of the advan- | been expanded and enriched 
tages of good design in the arrange-|through the dissemination of au- 
ment of living rooms and other! thoritative information of this char- 
parts of the home acter. Furniture is one of the out- 


“IT believe,” remarked this agency | standing examples of this kind. 


man, “that advertisers are not al- With residential construction ex- 
Ways properly impressed with the| panding at a rate which will create 
work which is being done by pub-| volume business for the furniture 
lications to arouse interest among| industry, the stage is set for many 
women in ideas for improving the | makers of good furniture and home 
design and equipment of their} furnishings to step into the picture 
homes. In newspapers and maga-| with copy which will supplement 
zines, and especially in publications | the things editors have been talk- 


which are able to reproduce illus- 
the editors 


been preaching the gospel of more 


ing about for years, and will capital- 


trations in color, have | ize in terms of specific products the 


ideas which they have been selling 


attractive homes, better designed,| to the American homemake1 
bat 2h ae 
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“But you advertising men are so silly. 


LITTLE LADY HAS SOMETHING THERE 
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| still don't see how my picture will sell 


asbestos.” 
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Hard to Believe 

We should be getting on with 
1939, but in spite of ourselves we 
find interesting things which hap- 


“MERRY 


«| 


Si 


Bik COM, 
ct vi ite 


ann aa 


pened away back in December dis- 


jtracting our attention. 


One of them is this full-page ad- 
vertisement from the Bergen Eve- 
nina Standard of Hackensack, N. J., 
which was bought and paid for by 
the Hackensack Chamber of Com- 
merce. It doesn’t look unusual on 


|the surface, but the copy makes it 


unquestionably unique. For it’s a 
“thank you” advertisement, in 
which the Chamber of Commerce 
everybody for helping to 


ENSACK™ movement a success, in- 
cluding the staff of the Bergen 
Evening Standard, and Morris L. 


Zimmerman, 
who conceived the idea. 

We've heard of advertisers writ- 
ing letters to media to tell them 
how pleased they were with results 


advertising manager, 


but we had never before heard of 
an advertiser who actually bought 
space to express his thanks 


That Makeup Man 


A correspondent calls our atten- 
tion to an item in a recent issue 
of the Kansas City Star, followed 
by one of those two-line reader- 
filler ads, which he thinks is just 
about perfect. The item, an As- 
sociated Press @ispatch, is headed, 
“A Prison Holiday Ends. Alabama 
Convicts Return After Their Christ- 
mas Paroles.” And_ immediately 
following the item is this notice: 

“Lost Anything? 

“Phone an ad to HArrison 1200.” 


Screwball Promotion 


A frankly screwball promotional 
tie-up is that engineered by Schen- 
ley Distillers Corporation and the 
Society of Screwballs, an organiza- 
tion founded a month ago in a 
Manhattan subway excavation by 


“Screw- 
Jamboree and 


la group of celebrities. A 
ball World’s Fair 


Dance” held Jan. 6, which featured | 


“the maddest entertainment ever 
| presented,” furnished Schenley with 
its opportunity for a tie-up. First, 
.a Screwball cocktail and the Screw- 
| ball highball were devised, to be ad- 
ivertised at the party. Then an 
‘airplane, flown, according to Pub- 
licity Corporation of America, by a 
screwball aviator, released 20,000 
Schenley balloons inscribed ‘Wel- 
come Screwballs” while flying up- 
side down over New York. 


Two Cigarettes 

We like—and we don't care 
,whether you agree with us or not— 
the commercials on two cigarette 
radio shows. One of them is the 
Old Gold show, whose commercials 
we like for the very good and suf- 
ficient reason that they admit 
possibility that an occasional list- 
ener may prefer some other ‘good 
cigarette.” It is more than passing 
istrange for any cigarette manufac- 
turer to admit that there any 
other “good” alone 
ithat some 
prefer them. 

The other cigarette commercial 
that pleases us, for a different rea- 
son, is Pall Mall's. 
hard at the idea that it is the only 
cigarette which is made of tobacco 
and nothing else, but we forgive it 
that line of self-praise because of 
the clever way in which it permits 
self-conscious people like ourself to 
go on calling it something much 
more closely approximating Paul 
Maul than Pell Mell because, 
although we hang our head in 
shame at the thought, we'd prob- 
ably have to switch to some other 


are 
cigarettes, let 
smokers may 


brand if we had to say Pell Mell 
to get what we want. 
Jottings 

Two advertisers have  personal- 


ized the presenting of bulky gifts 
in novel ways. Packard Motor Car 
Company the problem by 
providing a gold ignition key in a 
plush-lined jewel box Bendix 
Home Appliances employs a similar 


solves 


stunt by tying in with its copy 
theme, “The magic wand 6 that 
waves away washday work.” Buy- 


ers of Bendix home laundries for 
gift purposes are provided with a 
star-tipped wand in a gift box 
Unusual job - hunt mailings con- 
tinue to gain our attention. The 
latest is for J. J. Hunter, Box 5631, 
Cleveland, who hangs out his 
ishingle as a “corn-belt copywriter 
jseeking greater opportunity in the 
agency field.” His heavy board 
mailing piece has a zipper closure 


jthat actually works 
i 


the | 


actually | 


Pall Mall plugs | 


——— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1451. WIRE Market Statistics. 

This folder, issued by Radio Sta- 
tion WIRE, Indianapolis, provides a 
coverage map and tabulations, by 
counties, of population, retail sales 
and radio homes within the station's 
0.5 and 0.25 millivolt areas. An out- 
line of programs is included. 


No. 1452. School Market Data. 


One out of every four people is 
a pupil, instructor or administrator 
in the school system, according to 
this study issued by The Nation’s 
Schools. The analysis includes, 
among other data, the size of the 
field, number of pupils enrolled, 
yearly expenditures, how spent and 
by whom, trends in the school field, 
and coverage by this publication. 


No. 1453. 
Friend. 
Issued by Radio Station KVOE, 
Santa Ana, Cal., this “quiz for the 
benefit of too-muchers” refutes the 
high-cost-of-radio rumor in ques- 
tion and answer technique, the an- 
iswers’ including information § on 
programs and coverage, as well as 
cost. 


No. 


Wait a Minute There. 


1454. Type-of-Farming Areas 
in Manitoba, Saskatchewan and 
Alberta. 

| The Country Guide and Nor’-West 
Farmer has issued these data sheets 


containing information from. the 
Dominion Bureau of _ Statistics 
Maps and tabulations show the 


type-of-farming classes and areas, 
average size of farm, distribution 
land number of livestock, average 
expenses and values of farm prod- 
ucts, etc. 


No. 1440. Speedy-Q Sound Effect 


Records. 

Charles Michelson has issued this 
icatalog of Speedy-Q sound effect 
| recordings, which lists just about 
;}everything from the peaceful sound 
|of linnets and meadowlarks and low 
| tide at night to cannon, rifles, pis- 
'tols, ricochet bullets and roaring 
lions. The advantages of the split 
| second cues, the cost and other de- 
| tails about the records are given. 


No. 1449. A Report of True Story 
Magazine’s Male Readership. 


| True Story Magazine has issued 
| this study compiled from Starch fig- 
|ures as a supplement to data in the 
'Consumer Magazine Report for the 
'12 months ending June 30, 1938. 
| This new report contains perfo- 

rated, transparent overlay pages 
which may be placed over corre- 

sponding figures in the current 

Starch report to show the corrected 
|picture of reading habits of men 
|} in wage-earner families. 


|No. 1450. Rotogravure is in the 
Spotlight. 

| This brochure, issued by Kimber- 
ly-Clark Corporation, contains some 
helpful information on the prepara- 
|tion of rotogravure copy, with ex- 
lamples of type, photographs and 
| color, and case studies of a number 
|of successful rotogravure advertis- 
‘ers. It also provides figures on 
|newspaper readership based on Gal- 
|lup reports, showing the extent of 
| the rotogravure section’s audience. 


|\No. 1448. 12 Women. 


The Philadelphia Inquirer has is- 
sued this brochure, which is de- 
voted to the 12 women writers and 
their departments covering fashions, 
home-making, gardening, shopping, 
cooking and other features of par- 
ticular interest to the paper’s w0- 
men readers. The brochure shows 
how these feature writers create 
for advertisers a valuable family 
jaudience in the Philadelphia area. 
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Rag: 
Narco 4 


\ WRAAN 


THEIR DUCKS BUY RAINCOATS 


Ducks are dollars on FARM JOURNAL farms—dollars that buy raincoats, rouge, 
and refrigerators. For poultry helps farm families produce their eight billion 
dollar cash income. And with it they buy a large share of the nation’s goods. 


FARM JOURNAL exerts a decisive influence on much of this buying, because it 
is edited for news-minded farm people. Its 4-day printing-and-delivery schedule 
creates an intense reader interest in every part of the magazine. From “News Event 
of the Month”, to the last item on “Weeds”, FARM JOURNAL readers read current 
facts with alert, news-conscicus minds. Its timely news-packed pages definitely 
shape the producing and selling plans of 1,400,000 active farm families. Your 
advertising in FARM JOURNAL can shape their buying plans just as definitely! 


“ d 7 “eS 
FARM JOURNAL ™*:,:~ 


Reaches 1,400,000 Families Whose Crop is Money 
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Local Beer Copy 
on Air Target of . 
Proposed Law 


Ban on Liquor Ads i 


| 
n| 
Newspapers, Magazines 
Also Asked 


Washington, D. C., Jan. 11. Al-| 
though commending the attitude of | 
major radio networks in setting up | 
rigid restrictions on liquor copy, 
Representative Culkin of New 
York, who introduced a bill in Con- 
gress last week to prohibit all radio | 
advertising of alcoholic beverages, | 
and Senator Johnson of Colorado, 
sponsor of a similar bill in the Sen- 
ate, today asserted that the self- 
regulatory action of the broadcast- 
ers does not go far enough. 


ee 


READY FOR 1939 CAMPAIGN 


Plans for the most extensive advertising program ever sponsored by Stewart- 
Warner Corporation were revealed last week by these company executives before 
the annual distributors’ convention in Chicago. 
mite sales manager; 


Left to right: C. A. Fine, Ale- 
Fred R. Cross, director of advertising; and F. A. Hiter, 
vice-president and general manager. 


Beer advertising on local stations 
was said to be the chief target of 
the proposed laws, both of which 
were referred to committee. 

Representative Culkin told Ap- 
VERTISING AGE today that “unless 


some legislation 


industry cleans house there will be 


cent announcement by NBC that it 
will refuse to accept liquor adver- 
tising is to be commended. Unless 


other broadcasting chains follow, 
this legislation is bound to become 
law at this session.” 

However, a check with authori- 
ties in both House and Senate does 


this session. Re- 


“Two Out of Four’ 


is ; Grand 


But what about the other 
half of your market? 


Anyone who knows anything at all about busi- 
ness paper publishing realizes that selling sub- 
scriptions to business men is not an easy task. It 
takes a mighty good salesman to “click” on 50°% 
of his calls. That is no reflection at all on the 
publication. It is merely honest recognition of 
things as they are-—recognition that important 
business men are hard to reach, short on time. 


difficult to sell anything. 


So it certainly seems in order to ask, “What 
The 


men not sold are every bit as important to you 


about the other half of your market?” 


as those who do subscribe, frequently much 


more important, 


It was honest recognition of this fact by a 
group of publishers which developed the idea 
“the kind 


of editorial material in a publication merelw de- 


of controlled circulation. They said, 
cides how well the book is read if it has a chance. 
Let us give our books 100% opportunity for 
reading by the buying power of our specific mar- 
kets, miss none of the important men and waste 
no circulation on those lacking in buying power 


or authority.” 


Such potent coverage circulations are audited 
by the Controlled Cireulation Audit and you can 
buy it with confidence. Compare results and see 
what difference more scientific business paper 


publishing makes in your advertising costs. 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


AMERICAN POLICE REVIEW 
BAKERS REVIEW 


BANKERS MONTHLY 

BETTER ROADS 

BEVERAGE RETAILER WEEKLY 
COMPRESSED AIR MAGAZINE 


GOLFDOM 


NEWS 


INDUSTRIAL POWER 
INDUSTRY AND WELDING 
JOBBER TOPICS 

LIQUOR STORE & DISPENSER 


CONSTRUCTION DIGEST 


CONTRACTORS AND 
ENGINEERS MONTHLY 


DIESEL PROGRESS 


DRUG TOPICS MACHINE 
MEAT 
DUN’S REVIEW 
MEDICAL 


ELECTRIC LIGHT & POWER 


ELECTRICAL DEALER 


ELECTRICAL 
MANUFACTURING 


EXCAVATING ENGINEER 
FLEET OWNER 


CONTROLLED 


HITCHCOCK’S MACHINE 
TOOL BLUE BOOK 


HOSPITAL 
INDUSTRIAL EQUIPMENT 


Sai te 


MILL & FACTORY 
MODERN MACHINE SHOP 
NATIONAL JEWELER 
NEW EQUIPMENT DIGEST 


The OFFICE 
Magazine of Office Equipment 


PETROLEUM MARKETER 
PREMIUM PRACTICE 
PROGRESSIVE GROCER 
ROADS AND STREETS 


TOPICS & BUYER 


DESIGN RUG PROFITS 
SODA FOUNTAIN 
ECONOMICS SUPER SERVICE STATION 


SYNDICATE STORE 
MERCHANDISER 


TIRES 


WHAT'S NEW IN HOME 
ECONOMICS 


WOOD PRODUCTS 


CIRCULATION PUBLICATIONS ©!" 


not reveal any substantial senti- 
ment for the enactment of the 
legislation this year. Key members 
of the House Interstate and For- 
eign Commerce Committee point to 
the unsuccessful efforts last year to 
get liquor advertising features 
written into the food and drug bill 


ment in the Senate Interstate Com- 
merce Committee likewise fails to 
indicate that this legislation will 
make any more headway than it 
did in the last Congress. 

Support for legislation of this 
kind was voiced in the annual re- 
port of the Federal Alcohol Admin- 
istration to Congress filed the first 
of the year. As promised last fall 
at the Washington meeting on 
liquor advertising sponsored by the 
Administration, the report recom- 
mends that legislation designed to 


the air be enacted. 
Representative Culkin has also 
introduced a bill that would pro- 


holic beverages in newspapers, 
magazines and by mail. Hard 
liquors, beer and wines are in- 


cluded in the proposed ban. 


gressman would not press for en- 
actment of this bill until his radio 
measure shows promise of passing 
successfully through the legislative 
hopper. 

A similar bill was offered in the 
Senate, with Arthur Capper, Kan- 
sas publisher, as sponsor. 


Budget Boost of 
(50% to Back Falcon 
Camera Line 


New York, Jan. 11.—That the 
camera craze is still going full tilt 
was indicated today by Utility 
Manufacturing Company, which 
revealed today that the 1939 Falcon 
advertising budget for spring and 
summer alone will be 50 per cent 
larger than total expenditures for 
last year. 

Falcon cameras were first adver- 
tised nationally last summer, when 
150 newspapers and five national 
magazines were used. Results were 
said to be so successful that 50,000 
dealers now carry the line, com- 
pared with only a fraction of that 
number a year ago. 

Two additions to the Falcon line 
will be introduced in _ business 
paper copy in February. Consumer 
promotion will follow shortly there- 


president of the agency in charge. 
Dealers Spent $100,000 

Three general magazines 
|two camera publications are sched- 
luled for Falcon copy, and more 
may be added later. Collier’s, Life, 
Minicam, Popular Photography, 
land The Saturday Evening Post are 
me the present list. Insertions will 

larger and appear more fre- 
| pele. than last year. 

Falcon dealers paid $100,000 for | 
jlocal newspaper 
icameras last year, Mr. 
jported. For this promotion, the 
|manufacturer paid only the cost of 
jong Dealers will be offered the 
/same arrangement this year 


and 


Kitchen Bureau 
Promotes Roasters 


With appointment of Ralph H. 
Jones Company, Cincinnati, as its 
agency, the Modern Kitchen Bu- 
reau has embarked upon a three- 
year campaign for electric roasters. 
Charles J. Coward is account ex- 
ecutive. 

Plans for 1939 provide for 
| page color and half-page 
white in McCall’s, half-page black 
and white in The Saturday Evening 
Post and Woman’s Home Compan- 
ion, and full-page color in dealer 
papers. 


full- 


Agency Moves 


Advertising Associates, Albu- 


|aquerque, N. M., has moved to the 
El Fidel bldg. and has established 
a Free Tourist Information Service 


as a division of the agency 
| , 
Frank Joins Prelle 
Frank has joined F. W 
Hartford, Conn., 


is copy chief 


which was finally enacted. Senti-| 


remove all liquor advertising ed 


hibit interstate advertising of alco- | 


It was | 
indicated, however, that the Con- | 


advertising of the | 
Levy re-| 


black and} 


Elizabeth Arden 
to Modify Copy 


Under terms of a stipulation an- 
nounced by the Federal Trade Com- 
|mission, Elizabeth Arden Sales Cor- 
poration, Elizabeth Arden, Inc., and 
Florence M. Lewis, trading as Eliza- 
beth Arden, New York, will modify 
their advertising copy. 

The respondents agree to cease 
advertising that use of Ardena 
Velva cream mask, Eight How 
cream, Venetian Orange skin crean 
land Ardena Orange skin cream, 
alone or in combination, will re- 
move or prevent lines or wrinkles, 
or have any effect upon such con- 
ditions other than temporarily to 
soften the appearance thereof; that 
their use “lifts the muscles,” affect 
the contours of the face in any way, 
refines the pores, or nourishes the 
skin, or that they are recommended 
for skins, lacking natural nutritive 
qualities. 


| Agency for Royer 
Royer Foundry & Equipment 


|Company, Kingston, Pa., manufac- 
‘turer of foundry sand conditioning 
and shake-out equipment and 
sludge, compost and lumped ma- 
terial disintegrating equipment, has 
appointed Advertising Producers- 
Associated, Chicago, to direct its 
account. Business papers and di- 
rect mail will be used. 


He’s a community leader, 


a smart judge of values 


after, according to Raymond Levy, 


and a real buyer. He and 


his 83,600 fellow members 


||| of the California, Wash- 


ington, Idaho and Oregon 


are worth any 


Granges 


advertiser S attention. 
And he’s particularly re- 
sponsive to advertising 1% 


S. 
his own Grange pape 


Grange Farm Grou up 


MILLS ere SAN FRANCISC 


CALIFORNIA GRANGE NEWS 
IDAHO GRANGER 


OREGON GRANGE BULLETIN 
WASHINGTON GRANGE NEWS 


REPRESENTATIVES 
NEW YORK 
cOLe CHICAGO 
DUNCAN A. SCOTT: PACIFIC COAST 
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Budget Reveals 


Increased FIC = 
Fnforcement Funds — 


Advertising Regulation 
Cited as Reason for 
Increase 


Washington, D. C., Jan. 12.—A 
hint that the advertising supervi- 
sion activities of the Federal Trade 
Commission may be considerably 
expanded during the coming year 
was detected this week in the 
makeup of the federal budget for 
the 1939-40 fiscal year. 

The Budget Bureau gave its ap- 
proval to an increase of $128,300 
for the FTC, bringing the total ap- 
propriation to $2,324,000. The Bu- 
reau’s Official explanation pointed 
out that the increase consists of 
$32,260 for administration, $106,739 
for unlawful trade practice work, 


and $27,821 for trade _ practice 
agreements. 
“The increase will enable the 


Commission to reduce its backlog 
of active cases, to cooperate with 
industry in the making of volun- 
tary trade practice agreements, and 
to enforce the amendments to the 
Federal Trade Commission Act of 
March 21, 1938, in particular those 
sections relating to false advertis- 
ing,’ the Bureau remarked. 


Include Special Investigations 


Also included in the appropria- 
tion is an item of $150,000 for spe- 
cial investigations, the same 
amount included in the 1939 appro- 
priation. . 

That the anti-trust work of the 
Department of Justice is to under- 
go important expansion was also 
indicated in the budget. The 
Budget Bureau approved an in- 
crease of $7,608,295, bringing the 
total appropriation to $50,544,670. 
One of the principal reasons for the 
increase, the Bureau said, is exten- 
sion of anti-trust activities. 

Last year the Department of Jus- 
tice was granted only $780,060 for 
anti-trust work. The new budget 
provides more than twice as much, 
or $1,530,000 for the same purpose. 


Smith, Ingram 
Win Promotions 


1938 Decline in 
Retail Volume 
Fixed at 11.6% 


Washington, D. C., 
Total retail sales in 
States amounted to $35,300,000,000 
in 1938, a decline of 11.6 per cent 
from the $39,930,000,000 of the pre- 
vious year, according to prelimi- 
nary estimates of the Bureau of 
Foreign and Domestic Commerce, 
released today. The year marked 
the first break in the continuous 
upward volume registered since the 
depression low of $25,000,000,000 
was reached in 1933. 

Sales in 1938 were below the 


Jan. 12.— 


1937 dollar level for all major busi- | ages; one-fourth for general mer- 


ness groups, though the Bureau be-|chandise and apparel; less than 
lieves that tonnage in some lines,|one-fifth for automobiles, accesso- 
such as food, was as large as in the/ries and gasoline, and the remain- 
preceding year. The automotive |der for other goods. 

group of retail stores suffered the | 


largest decline, 35 per cent, in spite|Cqse in New Post 
the United | 


of a sharp increase during the last | Starve 3. Cans tedtaete dinecter 
quarter. Furniture and household | 4¢ advertising and sales promotion 
appliance stores lost 17 per cent. | for Graham-Paige Motors Corpora- 

jtion, has joined Associated Sales 


Drug Store Record Best . C 
since a ._._,| Company, Detroit, producer of com- 
The best record was established| mercial films and visual presenta- 


by drug stores, with a dollar decline | tions, as account executive. 
of only 2.5 per cent; filling stations, | 


3 per cent, and variety stores, 3.5) Files Bankruptcy 

ae — weer and mquae stores| Associated Cinema Studios, Hol- 

held their decline to 4 per cent. ..|lywood recorder of transcription 
Of each dollar spent in retail| programs and films, has filed bank- 

establishments in 1938, more than) ruptcy proceedings. The company 

one-third went for food and bever-|was organized 11 years ago. 


“This Week” Staff Changes 
| Sam Trude, Jr., who has been 
{operating out of Chicago for the 
| trade contact division of This Week, 
|has been added to the Chicago sales 
|staff of the publication. Frank 
|Mahan, who has been operating 
j}out of Detroit for the trade contact 
|division, has been transferred to 
Chicago, succeeding Mr. Trude. 
The latter was formerly on the ad- 
vertising staff of the Chicago Trib- 
|}une, while Mr. Mahan was formerly 
a district manager for the Kellogg 
| Company. 


‘Bovee with Agency 

Robert M. Bovee has joined Blitz 
& Short, Portland, Ore., agency. He 
wan formerly sales promotion man- 
jager of Crescent Mfg. Company, 
| Seattle, food products. 


are all located within 
A.B.C. City area. 


Cyril V. Smith has been ap- 
pointed head of the advertising de- 
partment of Beneficial Industrial 
Loan Corporation, Newark, N. J. | 

Leon J. Ingram, who has been as- | 
sistant to the president, has been | 
appointed public relations director, 
succeeding the late Everett F. | 


Moore, 

Opens New York Office 
Eldredge Company, Brooklyn | 

uthographer and printer, has 


opened a New York office for its | 
creative department at 2 W. 46th! 
treet. Wesley M. DeBarger is in | 


harge, 


| 


MILLION 


IN NINE YEARS 


Another year and another 
million letters! In the 93 years 
under the present manage- 
ment, 9,299,059 letters have 
been received from listeners 
—more than a million a year 
average. The WLS audience is 
a responsive audience and 
loyal—loyal to the fine pro- 
gramming of WLS and to the 
advertisers who present those 
programs. 


ad 1 fs 


CHICAGO 


@ Firestone Tire and Rubber Co. 
@ The B. F. Goodrich Co. 

@ Goodyear Tire and Rubber Co. 
@ U.S. Rubber Co. 


Ask any Paul Block representative 
for market data on the “Magic Circle.” 


The plants of the following tire companies 
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Many of the automobiles that traverse the 


roads of China, elsewhere in 


the Orient and the 


13 Western States, are equipped with tires 
made in Los Angeles, America’s second largest 


tire producing center. 


Los Angeles has other things beside a de- 
sirable climate and beautiful scenery to attract 


permanent residents. 


diversified industries with 
the Los Angeles 


It has great industries, 


big payrolls that 


assure steady purchasing power. 


Population and purchasing power of 


bined—is concentrated in 
A. B. C. City Area. 
“Magic Circle." 


sprawling Los Angeles County—almost as large 
in area as the six New England states com- 


the Los Angeles 


We call this market the 


To reach this mass market in the “Magic 


> 


or 
cae 
——. 


largest local daily. 


Circle" the logical choice for coverage is The 
Evening Herald and Express, which is read by 
50% MORE A. B. C. city families than the next 


LOS ANGELES EVENING 


The “Magic Circle”...Los Angeles A.B.C. 
City Area is a 700 MILLION DOLLAR 
MARKET. This compact, densely popu- 


lated circle embraces 70.3% of Los Angeles 
County’s population and accounts for 75.9% 
of the county’s total retail sales. 


HERALD~xpress 


National Representatives: PAUL BLOCK and ASSOCIATES 
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Voice of the Advertiser 


We'll Wait ‘Till It’s 
Reduced to $899.98 

To the Editor: Can you imagine 
yourself paying $900 for an over- 


coat? Yes, there apparently are 


lat Chicago in 


WITLIN & GALLAGHER 
hare the honor au dasttaction 
of being the first merchant sailors in the entire world 
preveleged tu frerent-— 


MEN'S HEAVYWEIGHT OVERCOATS 
of the world’s most precious jabra 


100% PURE Mr. 


STROOCK VICUNA CLOTH 
$900 


"TAP cunive Boece of more than +ixt) Audeww Viewnas i 
required te produce catffielemt clot fe pant ene of thew 
saperh omverwei Recourse of the scmeeety of thie rere 
anave! 1 preeons Ores ead 
of thee Peravran poverumret. Only enough of the evquerite 
choth  walleble amaualiy to mete UM) of these anique 


velesivel) umber leemer 


qvereeats, thus copterteme upee the few wre whe can | 


lard Vhem a mat hlew dutinets «om appere! 


The Strworh Mills, mahors of cuntetandeng fabrie for 
three-quarters ef # ceotary, hae, boomed the eampertly 
sot and radiant fever ime «+ 
eupensiva, Ver to the few disor unsting mee who can 
stor’ ite hunwes, the price te iwidensal te omnia an 
srrermmat enate of the world’s boon fabwie’ 


foth that ie meorssanily 


Be te with the tunes pride Gow the hnwer of Witten 
& Gallagher presemte thas corbin Moving is howe whe 
mppreruite the supertath’ to Aree Ao oxeronat, hand 
Nalbored ts yar mrerure with an art ie beeping woth thee 
fedeas Street pore Viewns Cloth, may be ohtnined 
fon 900. 


some folks who can afford it. But, 
they're likely not advertising copy- 
writers. 


In fact, some folks did buy them, | 


after reading this unusual adver- 
tisement, which appeared in 
Jan. 9 issue of the 
Evening Bulletin. 

I thought you'd 
there is such a 
man’s overcoat! 


Philadelphia 


like to 
thing as a 


know 
$900 


ARTHUR JOYCE, 
Richard A. Foley Advertising 
Agency, Philadelphia. 


~~ @ 


Advertising at 
the New York Fair 


To the Editor: I am glad to see 
the editorial in the Jan. 2 issue of 


ADVERTISING AGE, under the cap- 
tion, “Advertising at the Fairs.” 
As you know, the Advertising | 


Federation of America is planning 


to hold its 35th annual convention 
at the Waldorf-Astoria in New 
York, June 18-22. 

Although our general and de- 
partmental meetings, as well as 


what promises to be an outstanding 
advertising exhibit, will be held at 


This department is a reader's ferum. 


|that a 
| tors 


Letters are welcome. 


son Britton, to several of the larger Sloganeering As 


corporations that will have build- 
ings on the Fair grounds with the 
thought of carrying out precisely 
the idea which you mention in your 
reference to the film which we ex- 
hibited at the Century of Progress 
1933. Mr. Britton 
has suggested to a number of the 
larger Fair exhibitors that they de- 
vote a section of their 
u presentation of the function of 
their advertising programs, stress- 
ing their service value to the con- 
sumer. In other words, instead of 
the Federation’s making a _ special 
presentation of the service value of 
advertising, Mr. Britton has sug- 
gested that the larger users of ad- 
vertising, who are manufacturers 
of consumer products, tell this story 
themselves as regards their own 
advertising programs. If we find 
sufficient number of exhibi- 
at the Fair are agreeable to 
this suggestion, we will call atten- 


exhibits to. 


An Occupation 

To the Editor: I most vocifer- 
ously disagree that the sloganeering 
business is a hazardous occupation, 
as reported in the Jan. 2 issue ol! 
ADVERTISING AGE. 

My principal income for the past 
ten years has been derived from 
slogan concoctions. Have ex- 
changed them for checks varying 
from $10 to $100. 

The only exception is the slogan 
] created for the United States 
Maritime Commission, to publicize 
the American Merchant Marine. 
The offering was: “The Symbol of 
Seapremacy.” Decision on the use 
of this is being held for possible 


|/use in connection with the govern- 
iment’s shipping program. 


My tirst slogan: “Gem—Say It 
With Safety,” brought a ten dollar | 
check from President Kaufman of 
the American Safety Razor Corpo- 


tion to these exhibits at the time of | ration. 


our convention in June, with the 


My latest creation is: 


“A Miller | 


‘tion’ for the Miller Candy Com- 


pany, Boston, which brought a 
hundred dollar check. 
While professional sloganeering 


is a very serious business, it also 
has its humorous side. The other 
day I found a letter in my mail 
containing a $20 check from a 
small Chicago manufacturer—he 
wanted a slogan with “a wiggle in 
it’ and it floored me—almost. But 
he got it—even with the “wiggle.” 
FRANK ARNALD, 
Boston, Mass. 


a 
Preparedness 
To the Editor: Lain & Son, un- 


dertakers, are currently advertising | 
in car cards thus: “Pre-Arranged 
Funerals for Economy.” 
We at Bauer & Black preach pre- | 
paredness and we appreciate econ- 
omy. 
advertising business we refuse to 

arrange our own funeral! i 

G. F. SCHULZ, 
Bauer & Black, Chicago. 
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Dramatic Nickel 

To the Editor: If you were to 
ride on any of Chesapeake and 
Ohio’s trains and visited any of our 


idea that they will be of special |Confection Is Your Quality Protec-|tavern dining cars, at the end of 


I am glad to report that so far 
Britton has received 


|pressing themselves as being much 


pleased with the suggestion and 
indicating that they are going to 
undertake to develop something 


along that line. 
EARLE PEARSON, 
General Manager, Advertising 
Federation of America, New 
York. 
v v v 


| 

‘Human Interest 
To the Editor: Here 

advertisement for the 


|panies, Inc., of St. 
| 


is a 
Koken Com- 
Louis, which 


cations. 

It is the start of a new campaign 
jin which human interest appeals 
will be used. We think 
la little “different” from the 
|/business paper ads in this field. 

CLIFFORD F. BROEDER, 
St. Louis. 


the | 


What's this about a 
NEW DRYER? 


Pa a 
q® 
re 
By 
b+ 
| \ / if - 
Uy 
r f Oy @ “ 
‘ o> No, honey, it’s 
“7 * not for you... it's 
: - tt the New Koken Haw 
’ Ae Oryer everyone's 


raving about.” 


THERE'S NO DOUBT ABOUT IT, the Koken 
Hoir Dryer is really attracting cttention, Its gleom- 
ing chrome fits the decorative scheme of every shop 
Its new belanced spider fon eliminates vibration 
it’s silent...speedier. Becouse of the decreased 
oir volume plus increased cir velocity within the 


heod piece, it dries trom the roots of the hoir out 


the Waldorf, it is quite probable | ot a new low tempercture. No more baked 
that at least one of our main ses-| "™ © Yow eotenmn... comme tn Saw 
sions will be held on the World’s| °™*""* 

. - | Truly, the New Koken Hair Dryer, backed by o 
Fair grounds here in New York. oup-seer Giishaiavesen, edulis i tdotemm. 
This matter is coming before the “LUKOR"— Kohen’s nome for 
board of the Federation at its Jan-| its greotes! products. 
uary meeting on the 20th so that « 
at the present time no decision has Only yew Kehen Beater can 
been made. However, the general | c Gow yew the Kehen Bryer. Auk 
chairman of our program commit- aii 
tee, Henry Obermeyer, assistant | | DRYER 
vice-president of the Consolidated | $g25° on 5 
Edison Company of New York, and | 08 
the members of his committee have | ©. texte iF os 
been giving consideration to a i%3 ain 
meeting of considerable size in one DEALERS 
of the larger meeting halls on the | 
Fair grounds and have been given COMPANIES. INC 
the assurance of officials of the LEADERS SINCE 1874 
New York World's Fair of their SAINT LOUIS 
wholehearted cooperation 

In the meantime, the Federation | yoten will use human interest appeals 
has made a rather interesting sug-| for the Luxor hair dryer, Mr. Broeder 
gestion through its chairman, Ma- points out. 


‘interest to advertising men and | 
| women who will be here at that 
time. 


letters | 
| from several of the exhibitors, ex- 


recent 


/appeared in several business publi- 


that it is | 
usual | 


ANIWGEROT NIMOM AIGABS NV? SMIIVVIG NIWOW AINO 


But even after years in the} 


—— 
a 


your meal you would receive ope 
of the enclosed cards presenting 
you with one of the new Jefferson 
nickels as part of your change. 

The brief message takes advan. 
tage of an opportunity to inform 
travelers that Monticello, historic 
home of Thomas Jefferson, which js 
featured on one side of the nickel}, 
is located at Charlottesville, Va_ 
which is conveniently served by 
the C&O lines. 

WALTER S. JACKSON, 
Advertising Manager, Chesa- 
peake and Ohio Lines, Cleve- 
land. 

. a Se, 


One Ten-Year-Old 


Greets Another 


To the Editor: We, also, are about 
to start on our second ten yeiurs, 
and our wish for ADVERTISING AGE 
is to reach new heights during the 
‘next ten years. 

Both being children in the adver- 
tising world, born and brought up 
together, we feel very much related 
to you. Now, ten years later, I am 
| glad to be able to say, “I knew that 
paper when it was still on three 
o'clock feeding.” 

WESLEY BOWMAN, 


Wesley Bowman Studios, Inc., 
Chicago. 


|| They buy American goods. . 


LONDON'S 22,000 
*Bobbies’ are so 
called after Sir 
Robert Peel, who 
founded the force 

in 1829. 


English sales . . . 


sixth -in 1937, #5 34,564,000 


by the rest of F urope. 


advertising —England or America 


was $287, 866,00 


or over $4 per head. 


Question: What proportion of Amer- 
ica’s total exports goes to England: 

Answer: Approximately one- 
out 
of a total of $3,345,158,000. The 
volume of American goods going 
to the United Kingdom alone is 
more than half the total bought 


Question: Which country spends 
more on newspaper and magazine 


| 

Answ ~ + l j S 
| er: n proportion to its 
population, England spends twic 


newspaper and magazine adver- 
tising expenditure in the U.S.A, 
, or just over $2 
per head of the population. In 
Great Britain, it was $1g0,000,000, 


ENGLAND is America’s best customer 
in the world. The answers to the following 
questions may help you to increase your 


Question: What English weekly 
magazine gives an advertising-cover- 
age density that is four times that of 
Life? 

Answer: The Radio Times— 
with a circulation of 3,000,000, it 


? 


reaches one English family in four. 


Question: What English publica- 
tion has the biggest circulation among 
families with incomes of £4 a week 
or over? 

f Answer: The Radio Times—it 
reaches more than a million such 
e tamilies—one out of every three 


| RADIO rmaEs 


eee) em HTM 


| “Se 


as much as America. In 1g3¢, total 


families in these higher brackets. 


Question: How can you obtain 
daily national advertising coverage 
throughout England with a single 
weekly insertion? 

Answer: By using the Radio 
Times. It is the only publication 
allowed to list complete radio pro 
grammes a week in advance—with 
the result that go per cent of its 
subscribers refer to each copy 
every day for a week. 


* * Ma 


If you are an American manufac- 
turer selling in England and would 
like to have further market facts 
bearing on your particular prob 
lems, write to the Advertisement 
Director, British Broadcasting 
Corporation Publications, Broad 
casting House, Portland Place, 
W.1, London, England. 


The English weekly magazine with a den- 
sity of coverage four times that of Life 


RADIO TIMES 


Guaranteed net weekly sales, 3,000,000. 


Milline rate, $2.46 
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ADVERTISING AGE 


Campaign on 
‘Hidden Taxes’ 
Gains Momentum 


Year's Research Devel- 
ops Data Offered by 
Omaha Agency 


Omaha, Jan. 12.—Notable for its 
adaptation to specific products, a 
“hidden tax” campaign prepared 
by Bozell & Jacobs, Omaha adver- 
tising agency, has been bought by 
18 newspapers, with ten others 
endeavoring to secure sponsors and 
space buyers. Many of the dailies 
have already published the first 
full-page advertisement. In Ne- 
praska, the copy is being signed by 
the Nebraska Federation of County 
Taxpayers Leagues, space being 
paid for by business interests. 

The agency spent a year of re- 
search before preparing the copy 
and in offering the series to news- 
papers, invited challenges of any 
statement used in the copy. 

While some of the advertisements 
are of a general nature, many dis- 
cuss taxes on specific products, thus 
coming to the rescue of manufac- 
turers and retailers often criticised 
by both the public and the govern- 
ment for prices regarded as too 
high. 


Poor Suit of Clothes 


In a clothing advertisement, for 
instance, Bozell & Jacobs labels a 
suit, “A bargain at $20, plus $5 for 
‘hidden taxes.’” In vigorous lan- 
guage, this copy explains that “the 
taxes you pay on clothing began 
before the wool was sheared, the 
cotton picked, or the silk threads 
were spun—and they have been 
accumulating ever since.” It con- 
tinues: 

“One of the worst features of 
hidden taxes is the fact that so few 
people realize they are paying 
them. Once it was true that taxes 
were paid only by people who 
owned property. Today, hidden 
taxes worm their way into every 
commercial transaction, every 
process of manufacture. We are 
turned into a nation of tax col- 
lectors—the cigar counter,’ the 
ticket office at the movies, the drug 
store, the grocery store, each col- 
lects its nickel or dime or dollar 
in taxes from you when you make 
a purchase. When the family 
whose income is only $100 a month 
pays more than $231.72 a year in 
hidden taxes alone, it is time to 
stop, look and listen.” 

An accompanying table lists the 
taxes on every necessity, from rent 
to insurance, showing that the fam- 
ily with a monthly income of $150 
pays 20.2 per cent of that amount 
In taxes, while the group with a 
$300 income must turn 19.8 per 
‘ent over to the tax collector. 


Shoes Loaded Down 


A large illustration of a pair of 
hoes is offered in another adver- 
Usement with the statement that no 
ess than 126 hidden taxes are con- 
ealed in the price charged by the 
etail merchant. These 126 taxes 
re listed. The price of a humble 


Satisfied $ponsors 


THEY REACH THE 
FOREIGN RESIDENTS 


69 


of Metropolitan New York's 
population through our 


SPECIALIZED SERVICE 


— WBNXtox 


1000 warts bay AND NIGHT 


cake of soap includes 154 taxes, 
according to another advertisement, 
and the working man’s overalls 
contain 148. The average dress ac- 
counts for 125 hidden taxes and to 
monthly rent of $21 must be added 
another $9 to cover ‘“‘painless” tax- 
ation. 


Appoints Broeder 
Consolidated Laboratories, St. 
Louis, has appointed Clifford F. 
Broeder Agency, St. Louis, adver- 
tising and sales counsel. Direct 


mail and trade publications will be 
used. 


WSAI Uses Trailers 

With the addition of the Evans- 
ton and Norwood theaters, Cincin- 
nati, Station WSAI is now running 
movie trailers in eight local thea- 
ters. 


Mennen Ends 
Best Year; Steps 
Up Appropriation 


New York, Jan. 12.—Sales made 
by the Mennen Company during 
1938 reached the highest point in 
history, with the result that in- 
creased promotion is scheduled for 
all Mennen products this year. The 
1939 budget is about 10 per cent 
larger than in 1938. — 

Magazines, newspapers, radio, di- 
rect mail, and trade papers all figure 
in Mennen plans. The magazine 
schedule calls for larger and more 
frequent insertions in American, 
Collier’s, The Saturday Evening Post 
and Time. Newspapers will be used 
to promote combination offers dur- 


ing limited periods. Radio advertis- 
ing will be headlined by a 30-min- 
ute, Sunday afternoon show, “The 
People’s Rally,” heard over a net- 
work of 10 stations of Mutual 
Broadcasting System. 

The program was instituted in No- 


for another 13 weeks. A special net- 
work of 12 Columbia Broadcasting 


System stations on the Pacific Coast | 


will air a similar 15-minute pro- 
gram for Mennen. 

Quinsana, a new Mennen powder 
for use both as a deodorant and as 
a remedy for athlete’s foot, will be 
promoted to doctors by direct mail 
and through medical journals. A 
consumer campaign is planned at 
some future date. 

H. M. Kiesewetter Advertising 
Agency has the account. 


'treatise on the 


. |in local newspapers. 
vember, and has just been renewed | 


Insurance Agents 
Urged to Advertise 


Ten thousand insurance agents 
affiliated with The National Fire 
Group have been presented with a 
value of advertising 


In addition to a general discus- 
sion on the functions of advertising, 
the Group management has pre- 
pared a series of 26 small space 
layouts for use by agents. Head- 
quarters of the insurance organiza- 
tion are at Hartford, Conn. 


Account to Hutchins 


Hutchins Advertising Company, 
Rochester, N. Y., has been ap- 
pointed to direct the account of 
Lycoming division of Aviation Mfg. 
Corporation, Williamsport, Pa. M. S. 
Hutchins is account executive. 


whe 


QnSSING ITS FiRST FIVE 


ee 


WILUON’...KEN GOES WEEKLY. w uf 


*Having sold 5,200,000 copies fort- 
nightly at25cinits first ten months (more 
on the newsstands, issue for issue, than 
any news magazine) Ken speeds to a 
weekly at this same 25c price, deliber- 
ately striving for the most rigid selectiv- 
ity ever attempted in the weekly field. 
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‘Toledo is called the world’s greatest coal port; across the river from the business district is Presque 


Island—once a popular summer resort of the 80's 


ore docks, hoppers, rail sidings. 


Mrs. Charles J. Hartung, president 
of the Toledo Federation of Women’s Clubs, 
has a long list of civie accomplishments to her 
credit. serving at one time or another on most 
of the civic committees. Always busy, Mrs. 
Hartung still finds time to read Liberty, says 
“Mr. Macfadden’s editorial Unionism that 
Would Sweep the Country Like a Forest Fire im- 
pressed me strongly —as did Herbert Hoover's 
thoughts on what America must do next.” 


-and now a $20,000,000 development of coal and 


Grove Patterson, editor of the Toledo 
Blade, is one of America’s great newspapermen, 
Editor Patterson typed out his opinion of 
Liberty. Here it is: “I like Liberty for two 
reasons. First, | like its timely pieces on public 
affairs because they are condensed for quick 
reading and yet contain the essential facts. 
Second, | like its editorial policy because it is 
vigilant in the defense of democracy and repre- 
sentative government, and it faces the facts.” 


Ward M. Canaday,. Chair- 
man of the Board of Willys- 


L.S. Advertising Corporation, is 
a leading citizen in Toledo and an 
important figure nationally in ad- 
vertising and automotive cireles. 
Says Mr. Canaday, “I think 
Liberty is a great magazine. The 
variety and interest of Liberty's 
editorial content is maintained at 
an unusually high level.” 


Photos specially taken 
for Liberty Magazine 


Overland as well as President of 


... City of Steel and Elms 


where Industry Serves America 


Teses is a name long linked with metals. 
Toledo blades, product of the great Spanish sword- 
smiths, swung at the hip of many a medieval man- 
at-arms. Toledo, today, means Ohio to Americans; 
swords have become ploughshares of industry— 
automobiles and parts, iron ore, stampings, spark 
plugs, safety glass and bottles, scales, spray guns 
and plastics. Yet Toledo's oldest, greatest news- 
paper is named “The Blade.” And the university 
uses the coat-of-arms of Ferdinand and Isabella. 

Ohio’s Toledo boasts more elms than Boston; its 
trees are reminders of the forest that surrounded 
the early settlements and forts. The modern Toledo 
lives on industry, yet has a breadth of wealth and 
workers which makes it an important measure of 
magazines. Here, Liberty goes into every sixth 
home, is read by almost half the membership of 
important business, social, and civic clubs. In 
Toledo, Liberty has a slight lead in total circula- 
tion among the three weeklies. Liberty, Collier’s, 
and the Saturday Evening Post reach nine out of 
ten of the better-off families. 

If you went to Toledo and interviewed its peo- 
ple, you would sense Liberty’s importance in this 
community. But if you don’t know this city, let 
us bring Toledo to you in this sample of Liberty’s 
readers among the leading citizens. What these peo- 
ple say about this magazine affords some insight 


into Liberty’s character and influence nationally. 


& im 
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Carl F. Weissenberger, Chevrolet 
dealer. likes Liberty “because it’s built for 
the businessman—it gets valuable ideas 
across to me in a quick, interesting manner.” 
Mr. \ eissenberger isa weekly reader. 


bs Robert M. Leavitt 


William R. MeKinley 
General Tire dealer, says **Beme 
a sports fan I just can't help but 
like those baseball articles in Lib- 
erty by DiMaggio and McCarthy 
of the Yankees—they hit home 
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Ww. M. MeLaughilin, Buick 
dealer, says, “IL read Liberty regu- 
larly. disagree with the editorial 
page frequently ... but I always 
find plenty of things to agree with 
in Liberty.” 


(. L. Proctor, general manager of the 
loledo Edison Company, is outstanding in his 
work for civic betterment in Toledo. Past presi- 
dent of the Chamber of Commerce, he now 
serves his city on several civic committees. “T 
read Liberty regularly.” says Mr. Proctor. 
“Your editors think and write clearly on vital 
matters—particeularly on the editorial page.” 


The Art Museum is important in Toledo: 
over 300,000 people go through its doors 
each year to see its 10,000 examples of 
painting and sculpture, to attend classes 
in painting and design, and to listen to 
great singers and symphony orchestras 


in its concert hall. 


George J. Miller is president of the 
Lane Drug Company. Pioneer in super- 
market drug stores, Mr. Miller recently 
opened a huge outlet in West Toledo. “You 
can get more out of Liberty in less time,” 
says Mr. Miller, who likes Liberty’s edi- 
torial technique for packing much sub- 
stance into small space. 


Robert T. Huber operates the 
Gulf service station, is a regular reader 
who enjoys “stories like Rendezvous at 
Arms (by Charles Francis Coe) and 
Her Gentleman Secretary (by Dorothy 
Speare)—they've got plenty of punch,” 
says Mr. Huber. 


University Hall—the 200-foot 
Gothic tower at the University of 
Toledo is a familiar landmark. 
The school was founded in 1872, 
has developed into a great mu- 
nicipal university with 3,000 en- 
rolled students. 


T. A. Elwood is general manager of 
the Great Lakes Air-Conditioning Corp., 
distributors in 21 counties for G. E. air- 
conditioning units and G. E. refrigerators. 
Mr. Elwood reads Liberty regularly, thinks 
it is “a magazine for practical people— 
made convenient for the reader.” 


i YZ i 4 
E. Burde owns a fine grocery out 
in one of Toledo’s exclusive residential 
districts. Mr. Burde reads Liberty 
every week, likes “its constructive 
attitude on government affairs.” He 
enjoys Liberty’s good fiction, too. 


A. G. Brown is president of the Ohio Citizens Trust Com- 
pany. An important figure in Toledo finance, he says, “Mr. 
Macfadden’s ideas generally agree with mine—but more im- 
portant, Liberty puts these ideas into language that every- 
body can understand.” 


Copyright, 1939, Liberty Magazine 


R. A. Stranahan, president of the Champion 
Spark Plug Company, who started the business in a 
hay-loft, has done a lot for Toledo, is one of the most 
honored men in the community. Mr. Stranahan is an 
advertiser as well as a reader, says, “We here at Cham- 
pion feel that the editorial content of Liberty is directed 
to attract and interest the kind of people who are the 
best prospects for merchandise like ours.” 


s - 


Downtown Toledo from the air. Edison Building is on 
the left, and the Ohio Building in the right background. 
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Home Furnishings to 
Gain Support of 
Expanded Campaign 


Manufacturers Match 


Sales Predictions in 
1939 Budget Boosts 


Chicago, Jan. 11.—With industry 
experts predicting substantial in- 
creases in 1939 sales of home fur- 
nishings, major manufacturers are 
capitalizing upon the possible trend 
in stepping up campaign plans, a 
survey of representative exhibi- 
tors at the American Furniture 
Mart revealed this week. 

Magazines continue as the fav- 
ored medium, although consider- 
able attention will be devoted to 
cooperative promotion in news- 
paper, radio and direct mail adver- 
tising. 

Emergence of the rubber mattress 
in that field is viewed as a develop- 
ment likely to arouse a_ spirited 
promotional struggle. Among the 
manufacturers introducing this 


type of product to the consumer 
field are United States Rubber 
Company, Goodyear Tire & Rubber 
Company and the B. F. Goodrich 
Company. 

Introduction of this product is 
viewed as following naturally upon 
the successful use of the new ma- 
terials in seat cushions on trains 
and automobiles. There are sev- 
eral problems in marketing, how- 
ever, that confront these com- 
panies, according to informed opin- 
ion. Among them are the tasks of 
entering an unfamiliar field and of 
creating consumer preference for a 
product differing substantially from 
the usual mattress. 

U. S. Rubber’s product, the U. S. 
Royal Sleep Cushion, is backed by 
a schedule in American Home, For- 
tune, Good Housekeeping, House 
Beautiful and Time. Copy points 
out that “this entirely different 
mattress is made of Latex rubber 
foam, the new super soft material 
that provides luxurious restfulness 
in a way you’ve never known.” 
Campbell-Ewald Company is the 
agency in charge. 

The Virginia-Lincoln Furniture 
Company, Marion, Va., has increased 
its campaign plans considerably 
for 1939, a spokesman for the com- 
pany reported. 

Copy will carry a colonial theme, 


BROBDINGNAGIAN DOSE 


Latest addition to New York's Great 
White Way is this Bromo-Seltzer spec- 
tacular, nine feet tall and four feet 
wide, which pours out a dose 9,331 
times the average headache dose every 
15 seconds. Douglas Leigh erected the 
sign, with J. Walter Thompson Company 
the agency. 


using illustrations of old colonial 
houses. The schedule includes 
American Home, Better Homes & 
Gardens, House & Garden, House 


Beautiful and Parents’, with the 


SACRAMENTO BEE 


FRESNO BEE 


MODESTO BEE 


TARE THE “BEE-LINE"! 


est Virginia, Alabama, 
Oregon and Colorado 

.. all populous states . . . rank 
below INNER CALIFORNIA in 
total retail sales! The ONLY 
adequate coverage of this rich 
trading area with daily news- 


| How United States rading Areas 
Rankin Population and Retail Sales 


| Rankin Rankin 
Market Sale Pcpulation 
| New York . 1 1 
Chicago. . 2 2 
Philadelphia 3 3 
Los Angeles 4 4 
| Boston 5 5 
| Detroit 6 6 
| San Francisco 7 9 
| Pittsburgh . . 7 
St. Louis 9 8 
Twin Cities . i0 11 
Cleveland . 11 10 
Washington, D.¢ l 2 
Milwaukee 
Baltimore . 4 5 
Cincinnati . ] 5 
Buffalo 1¢ + 
INNER CALIFORNIA 17 18 
Providence is 16 
K wn C ity 7 


Portland (Ore ma 28 


papers is by the ‘“Bee-Line’’! 
The three BEEs*. . . Sacra- 
mento Bee, Modesto Bee, 
Fresno Bee... offer combined 
circulations reaching the top 
60% of Inner California fam- 
ilies. This is a 40% better 
job than any combination of 
daily newspapers distributed 
from other metropolitan 
centers can do! 


*Plus a Stockton Newspaper 


MERCHANDISING 
SERVICE 
The “Bee” Newspapers main- 
tain a top rank merchandis- 
ing service comparable to the 
best in the nation. For details 
write the Sacramento Bee. 
ONLY COMPLETE RADIO COVERAGE! 


80° of the radio families of Inner 


California ... which can not be cov- 
ered adequately by San Francisco or 
Los Angeles stations . . . listen regu- 
larly to these MCCLATCHY STATIONS: 


KFBK Sacramento « KWG Stockton 
KM] Fresno +» KERN Bakersfield 
KOH Reno, Nevada 


McClatchy Broadcasting Co. Stations 


represented nationally by the 


Paul H. Raymer Company 
New York * Chicago ° 


Detroit - San Francisco 


~~ 


JAMES McCLATCHY PUBLISHING CO. 
O'MARA & ORMSBEE 


NEW YORK + CHICAGO + BOSTON - 
SAN FRANCISCO: 


INC 
DetTeorr 


ATLANTA - tOS ANGELES 


campaign to begin in March. Co- 
operative mewspaper and _ radio 
copy are also offered. Houck & 
Co., Roanoke, is the agency. 
Burton-Dixie Corporation is an- 
other company with increased ad- 
vertising plans and a more com- 
plete coverage of the popular price 
bedding field. In contrast to 1938, 
it plans promotional support for 
all its lines: mattresses, bed springs, 
studio couches, love seat beds 
and pillows. First copy in the 
1939 drive will appear in March 
issues of several home magazines, 
plus Good Housekeeping and Wo- 
man’s Home Companion. Coopera- 
tive newspaper copy is also sched- 
uled. Campbell-Ewald Company is 
the agency. 

Congoleum-Nairn, Inc., is mak- 
ing a change this season in pub- 
licizing all of its linoleum under 
the name Nairn, with the rugs con- 
tinuing under the Congoleum tag. 
The schedule includes home maga- 
zines, Good Housekeeping, Life 
and Woman’s Home Companion. 
McCann-Erickson handles the ac- 
count. 

Several manufacturers are plan- 
ning comprehensive tie-ups with the 
New York World’s Fair. Among 
them is Landstrom Furniture Cor- 
poration, Rockford, Ill., which has 
also stepped up its general adver- 
tising plans. 

Howell, St. Charles, Ill., plans an 
exhibit at the Fair, plus national 
copy for its kitchen and dinette 
furniture in several home maga- 
zines and the Woman’s Home Com- 
panion. 

Kroehler Mfg. Company has its 
1939 plans still in the formative 
stage, according to L. W. Keller, 
advertising manager. Details on 
these are to be completed shortly. 


EXTENDED PROMOTION 
FOR HOME FURNISHINGS 


New York, Jan. 12.—January 
home furnishing openings here this 
week mirrored a prevailing note of 
optimism which was reflected in an- 
nouncements by several major com- 
panies of extensive national adver- 
tising plans during 1939. 

A. & M. Karagheusian attracted 
attention in the floor covering indus- 
try by revealing that its rotogravure 
campaign which breaks in two 
newspapers here Jan. 22 will be ex- 
panded later to include Chicago and 
Los Angeles. Gulistan rugs and 
carpets will be featured, and will be 
sold under fair trade for the first 
time. Buchanan & Co. has the ac- 
count. 

Bigelow-Sanford Carpet Company 
will feature “Tailor-Made Rugs,” 
made in sizes to fit any room. Dur- 
ing 1939, color pages in three na- 
tional magazines are _ scheduled. 
“Packaged promotions,” a dealer- 


ee 


help sales plan that was tested suc- 
cessfully last fall, will be furnisheq 
retailers for local newspaper adver- 
tising. 

Offers New Carpet 


Bigelow-Sanford is also planning 
a spring promotion on Lokweave 
broadloom, a type of carpet which 
permits the inlaying of special de- 
signs. Newell-Emmett Company is 
the agency. 

Alexander Smith & Sons is basing 
its spring promotion on a tie-up with 
the Life houses, a recent editoria] 
feature of the magazine. The archi- 
tects who designed the Life houses 
selected most appropriate rugs in 
the Alexander Smith line with 
which to furnish these houses. 

These selections will be featured 
in a spread in Life during February. 
Subsequent copy will appear in 
American Home, Better Homes & 
Gardens, Good Housekeeping, House 
Beautiful, House & Garden, and 
Time. Prizes totaling $3,000 will be 
awarded retailers for best display 
tie-ups with the Life promotion. 
Anderson, Davis & Platte has the 
account. 

Heywood-Wakefield Company will 
promote its line of furniture and 
baby carriages in American Home, 
Better Homes & Gardens, House & 
Garden, and House Beautiful. P. F. 
O’Keefe Advertising Agency, Bos- 
ton, is in charge. 


Distributor Offers 
Pledge on Ad Quality 


Park Distributing Company, Phil- 
adelphia, distributor of advertising 
literature, has started a newspaper 
campaign to encourage consumers 
to welcome the “man in brown,” 
the uniform worn by Park em- 
ployes. 

The company also pledges that it 
will never distribute advertising 
material that it knows to be “dis- 
honest, misleading, obscene or det- 
rimental to the public good.” 


Adds “World” 


Frost-Landis Company has been 
appointed national advertising rep- 
resentative of the Daily World, 
Bloomfield, Ind., effective Feb. 1. 


Stedman Resigns 
Gerald C. Stedman has resigned 
as vice-president in charge of mar- 


ket planning for Cramer-Krasselt 
Company, Milwaukee. 


Gets Texas Daily 


The Daily Times, Amarillo, Tex., 
has placed its national representa- 
tion with Fenger-Hall Company. 


McDougall & Weiss Moves 


McDougall & Weiss, Chicago ad- 
vertising agency, has moved to 
larger quarters in the Wrigley bldg. 


INDUSTRIA 


Ot Pees 


L 
What s New 


industrial publication. 


ership verification. 


representation. 


Thomas Publishing Co., 461 Eighth Ave., N. Y. C. 
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ATTENTION ADVERTISERS TO INDUSTRY 


EQUIPMENT NEWS 


_— MENTS JUST 


— = he 


Started 1933 Member CCA 


IEN's newest CCA audit shows a 6 months average 
of 51,448 coverage of operating men in industry . . . 
substantially more than available through any other 


IEN's newest (its second) NIAA form circulation report 
includes two new and added coverage checks . 
the county breakdown and IEN's annual! list and read- 


Both are available on request along with a copy of 
the "IEN Plan’ as proof of IEN's outstanding value 
at only $79 to $85 a month for standard advertising 


NEW CCA AND 
NIAA CIRCU- 
LATION STATE- 
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Review | 


The renowned Dr. Seuss, of 
whose work we have not been see- 
ing as much lately as we should 
like, illustrates a new folder for 
NBC-owned and operated stations, 
stressing their suitability for spot 


a eH 
|of the 


advertising use. 
te 2 * | 


World Broadcasting System has | 
been publishing a bi-monthly house | 
organ, “World News,” for several 
years. The publication is extremely 
well done, and contains much news 
and information of value to radio | 
stations and sponsors. 
us that anyone interested in radio 
can get copies by writing to them | 
at 711 Fifth avenue, New York. 

* * uu 

KFI, Los Angeles, has just com- | 
pleted an unusual market basket 
survey through Fax-Finders, inde- 
pendent research organization. This | 
organization stationed investigators 
at the checking stations in a local 
supermarket for 8 hours on a Sat- 
urday afternoon, during which time 
they were instructed to check ap- 
proximately 1,000 baskets, making 
notes of items which are advertised 
over KFI, as well as of baskets 
which contained no KFI advertised 
merchandise. Almost half the bas- 
kets, they found, contained from | 
one to 10 items featured by KFI | 
sponsors. 


% of a | 

Parents’ Magazine has issued a | 
simple but attractive folder, invit- | 
ing those interested to have a talk 
with half a million mammas and 
half a million papas through its 
advertising pages. 

mt % te 

An unusual mailing piece is one 
just sent out by WCLE, Cleveland. 
Its 38 inches long by 31% wide, 
printed on one side, and folded so 
trickily in uneven accordion style 
(if you get what we mean) that 
four interest-compelling headlines 
are exposed before it is unfolded. 


at * 


Carl Kappes, Jr., advertising 
manager of Yachting, is proud— 
with reason—of the January motor 
boat show number. It is the larg- 
est issue of Yachting ever pub- 
shed, he says, containing more | 
advertising pages and a_ greater 
number of accounts than any pre- 
ious issue. 


| 

Oklahoma Publishing Company | 
has just mailed the first in a series 
of printings entitled, ‘‘Men, Meth- 
ods and Machinery,” which is de- 
signed to translate this newspaper- 
farm paper-radio station  institu- 
tion, now celebrating its 50th anni- 
versary, into flesh and blood im- 
pressions. If the first mailing is a 
criterion of what is to follow, the 
series will be notable not only for 
the effective copy job of creating 
a living, breathing institution, but 
equally for the quality of the print- 
ing and the photography. 

Too much newspaper promotion 
looks as though it had been run 
“rough the regular newspaper 
plant between editions one day— 
cut not this Oklahoma mailing, 
Which is beautifully executed in 
color on coated stock. 


AN UNUSUAL OPPORTUNITY FOR 


ACCOUNT 
EXECUTIVE 


Successful “‘ Shirt -Sleeve"’ 
Agency Has an Opening 


W ERE not big... not small, but | 
fully recognized and financially | 
ind. We're a congenial, “down 
earth’ group producing result 
ett ne advertising in pleasant sur 
naling, 


io an Account Executive who can 
luce current business, or to a 
f Man Agency” burdened with 
vlails we offer a splendid proposi 
office space, creative service. 
cooperation and a liberal draw 

£ account commensurate with bill 


Write. or phone Superior 0707 for 
ointment in strict confidence. 


FRANKEL- ROSE CO. 


Advertising 
43 EAST OHIO STREET, CHICAGO 


- omo t i on | Resumes “Mixing Bowl” ‘Maxwell Joins Curtis 


After a lapse of several years Ray G. Maxwell, formerly with 
Aluminum Goods Mfg. Company,|the Butterick Company, New York, 
Manitowoc, Wis., has resumed pub-/|as special representative, has joined 
lication of its “Mixing Bowl,”’|Curtis Publishing Company as a 
monthly house organ. Don Groll,, member of the advertising staff of 
advertising department, is| the Ladies’ Home Journal, in the 

New York office. 


Olympic Uses Radio . WTAQ Increases Power 
Olympic Knitwear, Inc., New! Station WTAQ, Green Bay, Wis., 

York, will use daily spot announce-|CBS affiliate, has : 

ments over Station WMCA to pro- | power to 5,000 watts daytime. Rey- 

mote its Tish-U-Knit 

Hicks Advertising Agency, 

York, is in charge. 


Gaynor Joins KH] 
Sidney Gaynor has been ap-|changed its name to Lindan Adver- 

pointed commercial manager of|tising Art Inc. Offices will continue 

Station KHJ, Los Angeles. ‘at 18 E. 48th street, New York. 


editor. 


New | sentative. 


\Stocidin Now Lindan 


Stocklin 


World tells | _ 


increased its) 


sweaters. | nolds- Fitzgerald is national repre- 


Advertising Art has} 


| Ross Federal Names Best (Cornell Joins C&P 
Ross Federal Research Corpora-| Paul Cornell has been elected to 
ition, New York, has appointed | board of directors of Cecil & Pres- 
|'Frank Best & Co., New York, to|brey, New York. He will be con- 
/handle its advertising account for|sultant for the agency and will 
1939. ‘handle special assignments. Other 
— directors are John H. Cecil, aor 
: Presbrey, Henry Souvaine§ an 
Alley & Richards Named | James M. Cecil. Mr. Cornell was 
Alley & Richards Company, New/formerly with Geyer, Cornell & 
_ York, has been appointed to handle | Newell, New York, and is former 
jadvertising of the biscuit and} chairman of the Four A’s. 
cracker division of the Beech-Nut 
Packing Company, New York. 


| Features Movie Slogan 


° . ” The Studebaker Corporation, 
Direct Selling to Bow | South Bend, Ind., has joined forces 


The Direct Selling Age, monthly| with the motion picture industry’s 
publication, will be published in|current drive and features the slo- 
February at 620 N. Michigan ave-|gan, “Motion Pictures Are Your 
nue, Chicago, by the publishers of | Best Entertainment—Studebaker Is 
Opportunity Magazine. ‘Your Best Automobile Buy.” 


a) 


NEWSWEEK 


... The continuance of its current 


thrifty rates for all of 1939 


Despite gains in both advertising revenue and circulation, 


Newsweek’s 1928 rates will remain in effect, unchanged 
; , ¥ 


for all of 1939. 


Newsweek’s rates are based on a guarantee of 300,000, 


Actually, Newsweek in 1938 delivered a bonus over its 


guarantee. This bonus increased progressively during the 


ear, as circulation climbed steadily. 
y ; 


December, 1938, issues ran well in excess of 330,000. 


For 1939, continued circulation increases are assured. 


* * 


In 1938, Newsweek’s high- 


was purchasable at a rate per 


*k 


income, quality circulation 


thousand low enough to be 


comparable with mass-media costs. 


For 1939, the cost per thousand of this above-average 


audience will be lowered appreciably, so that 


Newsweek in 1939 


is the outstanding 


“buy” in the quality field 


Ylewsweek rue wacazine 


OF NEWS SIGNIFICANCE 
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Quantity Discounts 
Again Questioned 


by Commission 
U. S. Tire Accused of 


Discriminatory Distribu- 
tion Tactics 


Washington, D. C., Jan. 12.—The 
old, and to some extent, unsettled, 
question of quantity discounts 


under the Robinson-Patman act 
was revived today as the Fed- 
eral Trade Commission preferred 


eharges of violation 
against United States Rubber Com- 
pany and one of its subsidiaries, 


U. S. Tire Dealers Corporation. In| 


addition to allegations that the two 
companies have injured competi- 
tion by the employment of quantity 
discounts, the Federal Trade Com- 
mission also charges outright dis- 
crimination in failure to make the 
same merchandise available to all 


Rubber Company and 


of that act! 


on the same terms. 


THE 


STORY: 


j 
| 


HAS THE 


based on results to competition. 
Kraft-Phenix Cheese Corporation’s 
price structure, embodying quan- 
tity discounts, was held legal by 
the FTC, because neither competing 
manufacturers nor the dealers com- 
peting in the sale of cheese were 
injured. In other cases, a similar 
price range, made available to all, 
was held illegal. 


Price Scale Questioned 


In the 
charges 


the FTC 
United States 
its subsidi- 
ary, U. S. Tire Dealers Corporation, 


present case, 
that both 


have sold tires bearing their own| 


brands to certain dealers, oil com- 


|panies and others who purchase in 


large quantities, at prices different 
and lower than the prices allowed 


for .tires of the same grade and 
quality sold to other customers 
whose purchases or requirements 


are smaller in amount. 

“In this instance,’ the Commis- 
sion alleged, ‘‘the price discrimina- 
tion results from the allowance to 
those who purchase in large vol- 
ume, of various discounts, commis- 
sions and rebates which are not 
granted to all purchasers.” 

The question of quantity discounts 


| is also raised by another charge, 

The varied decisions of the FTC|that through 
on the issue of quantity discounts|and operated in 20 principal 
are said by experts to have been | 


stores owned 
cities 
have 


retail 


by the two companies, they 


w 
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sold tires to certain users and con- 
sumers, including so-called “com- 
mercial accounts,” at prices differ- 
ent and lower than the _ prices 
charged other retail purchasers for 
tires of the same grade and quality. 

Two other charges are of a some- 
what different nature, involving al- 
leged discrimination in price. 

“The United States Rubber Com- 
pany, through certain of its sub- 
sidiaries,’ the Commission said, 
“has contracted to sell and has sold 
to certain purchasers large quanti- 
ties of special brand tires at prices 
different and lower than the prices 
charged by it to other purchasers 
of its tires of like grade and quality 
bearing its own brands. 


Large Outlets Named 


“The subsidiaries are U. S. Rub- 
ber Products, Inc., New York; Gil- 
lette Rubber Company, Eau Claire, 
Wis., and Samson Tire & Rubber 
Company, Los Angeles. The con- 
cerns purchasing tires bearing 
brands, markings and_ designs 
specified by them, and who receive 
the benefit of the discriminatory 
prices, are Montgomery Ward & 
Co., Atlas Supply Company, West- 
ern Auto Supply Company, West- 
ern Auto Supply Agency, and Ar- 
kansas Fuel Oil Company. 

“The two companies have also 
sold large quantities of tires to cer- 


OLE 


ROCHESTER | 


LISTENERS. 


Repr esentatites 


BASIC CBS 


Paul H. Raymer Co.; New York, Chicago, Detroit, San Francisco 


| EDUCATIONAL CAMPAIGN EXPANDED 


i 


| we are trying to find 


aluminum doesn’t benefit 


Through these advertisements 


‘one person in the United States 


OW MANY READERS 


DAN: I never bought a pound of aluminum in 
my life, so far as I know, so how could it do 
me any good? 

US: Our apologies, Dan. We have been so busy mak- 
ing aluminum cheap enough for your pocketbook, thar 
we haven't taken time off to thank you for being such 
a good customer. 

DAN: Me, a customer? Since when? 

US: When you bought those pliers and the other tools 


OF THIS ADVERTISEMENT 


SHARE DAN’S VIEWS ON ALUMINUM? 


US: The cooking utensils in your kitchen save you 
fuel every meal, because aluminum is such a good 
conductor of heat. 

DAN: Why don't you tell these interesting things 
about aluminum to everybody in the country? 
US: We are trying, through these advertisements, to 
help everyone understand how aluminum benefits their 
everyday jobs, their cost of living. We believe that 
every man, woman, and child in the United States + 


k 


you're so proud of. The 1 used 
right in his mix, to make that good steel good. 
DAN: How about some aluminum I can really see? 
US: Look at your portable tools, Dan. Their maker 
bought aluminum for you, to make them light, for you 
. . or take your smoking pipe apart that's an 

aluminum fitting 

or look in your refrigerator at home. The ice 
cube trays are made of aluminum so the water 
will freeze faster 


.. and we cou/d go on like this, all day 


Name just one place where aluminum cuts down 
my living expenses. 


43 


DAN: Never mind now. Let me ask you a stumper. A 


hy ot 4 by | 

Do you know an exception? If you do, we should like 
to hear from you. Aluminum Company of America, 
1928 Gulf Building, Pittsburgh, Pennsylvania. 


Continuing its second year of institutional advertising, Aluminum Company of 


| America seeks to impress the public with the universal applications of aluminum. 


| One of the messages that will be se 


|the tires through oil and gas sta- 


tions which they own or lease to 


|\the operators thereof. Among these 
oil companies are Socony-Vacuum 
|}Oil Company, and 
|subsidiaries and affiliates; Ameri- 
lean Oil Company, 
Petroleum Corporation, and Tide 
Water Associated Oil Company. 


Control 2,800 Stations 


“These oil companies, controlling 
2,800 stations, purchase tires from 
‘the manufacturers on terms at least 
as favorable as the best accorded 
to wholesale tire dealers. In addi- 
tion, they receive a 742 per cent 
commission on tires sold to their oil 
and gas stations by the tire manu- 
|facturers and their distributors. 
|The contracts for the payment of 
'this ‘overriding’ commission pro- 
|vide that it is to be paid where 
jsuch sales have been obtained 
through the influence 
|chandising assistance of 
jcompanies. Such a 
inot available 
equal terms to all other 
;manufacturers’ customers compet- 
|ing with these oil companies in the 
| distribution of tires.” 


the oil 
commission is 


PATENTED 


tain oil companies which market 


its operating 


Pan-American 


and mer-| 


on proportionately | 
of the 


en in newspapers is reproduced here. 


Recounts Success 
of Edison Campaigns 

The consistent use of newspaper 
advertising by Consolidated Edison 
Company of New York, for sales- 
building and for creating good will, 
is described in Advertising Facts 
No. 14, issued by the promotion 


Bureau of Advertising, American 
Newspaper Publishers Association 


Joins Howard 

Marjorie Lovinger, radio writer, 
has joined Malcolm Howard Adver- 
tising Agency, Chicago. Miss Lov- 
inger at times appears on her own 
programs. 


LiLi Perfume to Wales 


Smith & Scott Ltd., Bermuda, has 
}appointed Wales Advertising Com- 
pany, New York, to handle adver- 
tising of LiLi perfumes. 


MAILING SERVICE 


| Multigraphed 


letters filled-in equal to 
individually typewritten ones. 


ADDRESSING-MIMEOGRAPHING 
THE LETTER SHOP, Inc. 

| 440 So. Dearborn St. Wabash 8655 
CHICAGO 


and research department of the 
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INVITATION TO SLUMBER LAND 


\ 


bet 


— ' 
/ TWO-LAYER <f 
New SPRING-AIR MATTRESS 


A downy top pad and under it a marvelously Wi 

fexibie iS-year guaranteed Karr spring unit & 

so separate layers specially designed + 

vat satires fice as cay to handic. aad 

aliy grve you dowhle the amount of sleep 

ent’ You'll say it's the grandest ever as 

is of thousands already know it to bet 

. Sprimg-Air Mattresses are made to the most 

g standards in the industry. SPRING-AIR 

~DUCTS Co. Generai Offices, Holland, Mich. 
wda, 41 Spruce S., Toronto 


IMMER SPRING AND 
TWO-LAYER STYLES 
$24.50 TO eee 


pe 


Spring-Air Products Company, Holland, Mich., calls on nature to furnish a vehicle 
for the dramatization of peace and relaxation. The copy will appear in national 
magazines. Wallace-Lindeman, Inc., Grand Rapids, is the agency. 


New Governor 
of Michigan Urges 
More Advertising 


Lansing, Mich., Jan. 10.—  Crea- 
_tion of a special advertising di- 
|vision in Michigan’s state govern- 
ment was recommended here this 
|'week by Gov. Frank D. Fitzgerald 
lin his first message to the 1939 
\legislature. The new governor said 
|that such a division should super- 
'vise not only the recreational and 
| tourist advertising, but that for the 
/various agricultural products and 
‘other activities. “The tourist and 
|resort business is one of Michigan’s 
|major assets,” the governor de- 
clared, “and I believe a larger ad- 
vertising expenditure would be 
| profitable.” 
| The present appropriation for ad- 
vertising Michigan’s recreational 
and scenic advantages is $150,000 a 
‘year, of which $50,000 is con- 
tributed by the state, and the re- 
|mainder by tourist and resort or- 
| ganizations. 

“The amount allotted to the 
state,’ the governor said, “is de- 
voted to promoting the common- 
wealth at large. Excellent results 
have been obtained from it, through 


| well-placed advertising and other 
| methods. 

“T recommend that the appropria- 
tion be increased to $200,000 a year, 
half to be allotted to the state, half 
to the tourist and resort organiza- 
tions. From the state’s share should 
come the appropriation for agricul- 
tural promotion, and it is my recom- 
mendation that Michigan agricul- 
ture get its share of the benefits 
of advertising. 

“Just as Good” 

“Michigan has the finest flavored 
fruit in the world. Yet, even in 
Michigan markets, Oregon and 
Washington apples are sold because 
they are highly colored. You buy 
Idaho potatoes because they have 
|established an advertised reputa- 
ition as baking potatoes—but Mich- 
ligan grows them just as good and 


| . . 

better. Michigan beans cannot be 
excelled. Michigan sugar is good 
sugar. This state is rich with wine 


grapes, with fine cherries, and with 

peaches and diversified crops. 
“The citrus growers of California 

have put themselves on the map 


and on the road to. prosperity 
ithrough skilful advertising. Mich- 
igan can do the same thing. The 


state can help start the program. I 
recommend an_ advertising ap- 
propriation of $25,000 for agricul- 


ot 


CLASSIFIED 
TELEPHONE 
DIRECTORY 


| 


| 
Chicago Ad Women Show Camping Equipment 
M " Fifty ey = — equip- 
ment wi eatured a ne con- 
Plan eeting on ‘vention of American Camping 
Consumer Problem seri & Fi stone. 
Chicago, Jan. 12.—Analysis of — 
recent developments in the con- 
sumer movement and a review 
consumer education material 
offered by advertisers will be fea- 
tures of an “Industry Consumer 
Exchange,” sponsored by the Wo- 
men’s Advertising Club of Chicago 
n cooperation with the Chicago 
Federated Advertising Club, to be 
held at the Palmer House, Feb. 1. 
_ Consumers as well as_ business 
representatives will be invited to 
ttend the all-day event. Provi- 
sion will be made for question 
boxes to enable consumers to re- 
juest specific information on buy- 
ing problems that confront them. 
Principal speakers at a luncheon 
j will be L. W. Waters, vice-presi- 
‘dent in charge of research, General 
Foods Corporation, and Crump 
Smith, editor and publisher of The 
American Consumer. 
Aubyn Chinn, Borden Company, 
harman of the women’s club’s 
‘consumer relations committee, is in 
charge of the program. 


Three Name Moore 


H. L. Moore Company, Boston, 
nas been appointed to handle the 


ivertising of Greene Mineral 
Paste Company, Keene, N. H.., sil- 
er polish; LeBaron-Bonney Com- 


pany, Bradford, Mass., publisher. 
nd Boston Molasses Company, 
Boston. E. C. Whittemore is ac- 


ount executive. 


Snowden Advanced 


W. Atwood Snowden has been 
named general manager of the New 
York office and assistant treasurer 
f Story, Brooks & Finley, publish- 
ers’ representative. R. W. Matte- 
son and G. A. Carew, of New York, 
nd F. W. Hegman and J. C. Piner, 
{ Chicago, have been named vice- 
vresidents. 


Hullinger Promoted 


_R. J. Hullinger, of the retail 
aining department of Jam Handy 
“icture Service, Detroit, has been 


Ppointed assistant 
epartment. 


head of that 


Soap to Scheibner 
Nassour Brothers, Los Angeles 
“ap manufacturer, has appointed 
‘iugo Scheibner, Inc., Los Angeles, 
handle its advertising. 


MEDIA SERVICE, INC. 


60 East 42nd Street, N.Y.C. 
Through its intimate contacts 
with advertisers and agencies 


SELLS SPACE 


Acting as eastern advertis- 
ing managers and staff 


Ww LEADING PUBLICATIONS | 


and 

nome ‘ 

ever rebun: 
ecnanical ® 


OUR retail outlets can be quickly identified when they are 

listed under your trade mark in Classified Telephone Directo- 
ries. Companies in many lines find that this Dealer Identification 
Service increases sales ... makes advertising more effective. 


Among the hundreds of concerns whose trade marks appear in 


‘ 
enines 


itural products. This should be 
matched by associations represent- 
ing the various crops adaptable to 
promotion.” 

| aiiiibiaitauintie 
Jack in Spokane 


| Kimball I. Jack, formerly assist- 
ant advertising manager of Utah 
Light & Power Company, Salt Lake 
City, has been appointed advertis- 
ing and sales promotion manager 
of Washington Water Power Com- 
pany, Spokane, a newly-created 
position. 


Paulson, McDonald Added 


| FE. F. Paulson and Gerald B. Mc- 
| Donald have been added to the 
|sales staff of the New York office 
lof Williams, Lawrence & Cresmer 
Company, publishers’ representa- 
tive. 


Gets Taylor Tubes 

Taylor Tubes, Inc., Chicago man- 
ufacturer of radio transmittting 
tubes, has appointed William Hoff- 
man & Associates, Chicago, as 
agency. Lorin Collins is account 
executive. 


New Work for Tetting 

Earl Tetting, formerly with the 
| Milwaukee Journal, has _ been 
named by Lord & Thomas to handle 
California prune promotion in Mil- 
waukee. 
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the Classified, taking a single field for illustration, are the office 


equipment manufacturers shown above. Let us discuss the Classi- 


fied as it would apply to your business. 


American Tel, & Tel. Co., Trade Mark Service Division, 195 Broadway, New 
York (EXchange 3-9800); or 311 W. Washington St., Chicago (OFFicial 9300), 
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Eye Camera Finds OLLYWOOD GLAMOR = Repeal Nebraska. | THE VOTERS SAW THE POINT 


Headlines Weak is Banking Law 
as ‘Stoppers’ with Advertising 


Chicago, Jan. 11.—That headlines | Omaha, Jan. 12.—With final votes 
at the top of magazine layouts are| & from the last precinct tabulated, 
comparatively ineffective as atten- wh the Nebraska Bankers Association 
tion getters was indicated this week aX. ‘this week reported that advertising 
as one of the first general observa- swung 14,000 votes into the affirm- 
tions drawn from about 2,000 tests ative column for repeal of a law 
conducted by Look by means of the | fixing individual liability on state 


oy i Reyes = ' ; bank stock. At the 1936 election, 
ne device, which records eye * 
' — to we the proposal lost by 7,000 votes. In 
movements in relation to all por- 7 . ; ; 
: . ; 1938, it was victorious by the same 
tions of a predetermined surface, ; ee 
margin, while two other special 


showed a tendency for the normal ent cage 
eye to hit the optical center of the ees Were ws oe 
page first, subsequently devoting feated. 

Earl Allen Company, Omaha | 


most attention to the left hand por- : 
tion of the layout with a_prefer- agency retained by the banking | 
ence for the upper half of the sur- organization, believed that it was 
face. /necessary to explain the issue in| 
It was also noted that on maga- ‘terms of the interests of the aver-| 
zine pages which have a_ center age man, and it found this common | 
gutter dividing editorial from ad- }denominator in lack of banks in| 
vertising, the eye is somewhat dis- jnearly 100 small Nebraska towns. | 
inclined to hop across the breach. Banks in these municipalities, it | 
On the average about two crossings “Pinter Dryness” contended, would provide money | 
per subject were recorded. tends to Steal Softnes from |for the movement of grain and| 
Other observations noted were your HANDS ‘livestock, thus increasing traffic for | 
that the eye appears to travel in Pw! xe these im the mm ion | the railroads and stimulating em- | 
‘Hudhywoud 8 | ployment. This platform was heav- | 


mn F : ; ‘ m ate ts 
horizontal patterns and that color | wi derwnch ’ | ia = % * 
a jily stressed in the newspaper ad- N E BRASKA Ss DR. J EKYLL 
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invariably attracts most focal at-| (=ee a 
tention. wind and) cob, artificial heat ave! freuen | vertising which made up the| 
asc od water take beaut s . 
_ . ¢ : owe os — os — ickbone of tl ampai a | 
Results of the eye camera tests | sar eater tt deneens © backbon re campaign, as well FLYERYRODY loved De, Jekyll. For removed double liability from National 
to date were presented to several | Sime br hn leu’ Sopplemess | as in a small amount of radio and 4 wears tee wast thet th eh | Seles els ee ee VOTE “FOR” REPEAI. 
. 7 ‘ ; ‘ ea T é ’ > . limping health and happiness to all. posits, Bat Nebraska still subjects its Roth major purties have endorsed 
“#1 oups of agency executives here pre! GENEROUS SAMPLE | Po be a adv er tise ment in the Then something happened. THe beeame State Banks to double liability pg bcegne ae cape Ay bo 
this week with subsequent show wmmumonmmece | Nebraska Farmer. another personality the evil Mr. Hyde 0 digated locum, cramp sneer ney tall 
: S : S s - twa ¢ wt % » | This handicaps State Bauks and is die to mark this partirwlar hallot ascunm 
ings scheduled for other cities. 1 matt ~ clot ana we : The campaign also pointed out | (4 course sou know the fameus old story couraging people from conducting a State po 5 ayy poe wihess their 
eRe $1.00 at beauty commuters Prenn axnd press granu ” one ithat with the innovation of deposit | as “ - = thar pag cn ptr Hank This propmaal wa » in pina 
1 NEW Jergens ull-pusjane . , | wo werk Res Geren @ Uy, Jone @ cal ballet, and will read a» follows 
S A PR cog cong arpa my insurance, the federal government | Hv" Untoir to Small Towns Lak tar ind vate “POOR” repeal 
even to corn hin, st, 254, por | <a: . in our cities and targer towns, this “POR” repeal of Seetion 7 
_ ; - |had removed double liability from | Year sg». whew there was little regulon 1 tes the pulilic-dievetly, But Article REL, Cemshanion of Nex 
, at ta y pes > “tin o¢ P - | does vet allee ne prutebee ~ chiewetty ao. x Uvertiy bebena 
: The newly created horticultural national bank stock. State banks. | it ts seriously stifling hasinces in small ct "eneentoes on Ge 
= partment of Acorn Agency, New| Madeleine Carroll, movie star, will be |too, it was argued, could insure | twwns which cannot maintain National pe 9 
York, has been appointed to handle| featured in Jergens lotion copy this deposits. as many were already | lide Habits” tam was the resat. taka Artic AI, Comsaituton of We 
the following accounts: Vaughan’s i thorit beautiful h omiged ae SSTCOLY | lead bee 8 Ol ee oecinaty pester , pag pw Foy 
5 spring as an authority on eautitu ands a . The : ' . SRE Pied beanies @ 1933. federal This law, like good De. Jekyll has be- Hy of stockhotders im banking 
Seed Store, American Soil Sponge as the key te feminine cherm ong. ti majority, however, 7 par’ edn tae <n lperaece cute a tines Ce, Gals rorparethens er tanking iets 
Company, Radwanner Seeds, Al- were unable to carry the burden | repeat imaeaner smaste double Habitiny Ot “FOR” repeat of this law at cusmmyr yes Wye, paren. 
bert Parelli, all of New York: = of both deposit insurance and COU- | gunecesury and the federal government — the Coming election. rt 
Stimu-Plant, Long Island City. | N. Y., and Daurnheim, Inc., Wan-| ble liability. . 
N. Y.; Hick’s Nurseries, Westbur _ | tagh, N. 1: - The lack of banks in many Ne- One of the dramatic presentations that impressed Nebraska voters with the « 
pres pr 
: desirability of repealing the double liability law at the last election. 


tized in an advertisement recalling |to this effect from their pulpits. 
the painful bank holiday of 1933, | The results were reassuring t 
and reminding the readers of what |those who contend that the averag FF , 
it means to be without financial |intelligence is of good quality ani}! 
institutions. Copy said: |needs only facts to guide it. Thef) | 
_ “You remember March 5, 1933— | banking law was repealed, and thi 4 
\the ‘bank holiday.’ That morning, |other two innovations were de- / 
|\when it dawned on you that the | feated. ; 


; ; 
small change in your pocket was | TT ’ 


all the money you had, all the | Drive for Cheney Cravats c 


money you could get to live on— ; 
remember how you felt? How dazed | Beginning Feb. 4, Cheney Broth- 


lers, New York silk manufacture: ‘ 
and dumfounded, how stunned? —_| wi] use space in The Saturday Eve-§ 
“You realized then, from actual | ning Post to advertise Cheney cra- 


braska communities was drama-|slot machines. They made appeal 


Where Sales AneBig 
Gnu Growing Rigger 


30/ gre 90%" ree experience, what lack of bank serv- | vats. J. M. Mathes, New York, if ‘ 
ef La0¢. a a a ha MS ME oe (995 2939S £937 £938 ice means to a ae the agency. 
ota "T8G, © /# | 

/2 678, 970 helpless we are without it. n | — 

Sy] |e sll, towns ol" Nebrask Fitch Promoted | 

va & po} 13 tines 9 99 Victor W. Fitch, in the sales de-& | 
3 holiday. 

' 


, | partment ‘o-phy-lac-tic Brus 
The Nebraska election also threw coenneaed oe i —— 
© ? , ec 9 b 


light on a moot subject—the level| 1931, has been appointed  vice- [| 
42 of public intelligence. Ministers| president in charge of sales pro- 
placed a low appraisal on the com- | motion. 

posite public mind, and since they 


70 pat yw felt that it was impossible for|Radio for Avocados 
ot SOURCE DE LISSER BRO S.,1NC. them te cect their ballot vagneet |. calavo Growers of California ar 
Ss. #08 FOR FIRST 11 MONTHS 1938 _ eir ballots against) using radio for the first time t 

60 a ‘ ee J. all three of the special proposals, promote avocados. Lord & Thomas 
SOURCE | AUT BUREAU OF CIRCULRTINW 9 7@6, 2 WITH EXPRESS PUBLISHING CO. one of which would have legalized | Los Angeles, is in charge. 
PUBLISHERS STATEMENTS FOR THIRD ANDO 5 : 

S2050 | fOURTH ganas “ /938 | i FIGURE S\FOR DEC. cue | 
. aa . 


During the past five years The Ex- — sound business conditions in a city and NEW PHOTOSTAT PAPER 


press and The Evening News gained _ region where sales are big and contin- : . 
3,456,381 lines of paid advertising. ually growing bigger. | making possible 


They also gained in paid circula- San Antonio department and wom- VASTLY IMPROVED PHOTOSTATS 


tion—which is now 100,055 daily and _an’s wear stores used more space in The sno i 
Sunday Express which is now 80,013. Express and The Evening _ dur- ny SA 59 


A big year for 1939 is in prospect ing 1938 than in any other year of the RAPID COPY SERVICE! 


for the circulation and trade area of Past five. The gain over the big year 
The Express-News: San P pelo of 1937 was 346,604 lines. Every ‘stat buyer should get the deeper 
South and West Texas. This will Make use of the greatest sales media | blocks, cleaner whites, sharper dotet 
| 
| 


: , eg - - . and wider tone range of this improved 
bring to the advertiser a great oppor- in San Antonio and its rich trade terri- photoST A” l paper. 7 , 
tunity to take full advantage of the tory— 


. . ? 
Phone or write right now for samples: 


San Antonio Express oo 
SAN ANTONIO EVENING NEWS | , 


ae Jexas’ Foremost Newspapers 
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Glorified Onion : 
thrives on Wings 


the American housewife 


rising drive ever 
yehalf of the lowly onion. 


notion program. 


fields 


cent a hundredweight. 


of First Campaign 


Boise, Idaho, Jan. 12.—The cam- | 
saign of Idaho agriculturists to make | 
“Tdaho 
conscious” will pass another mile- | 
stone next week with the conclu- 
sion of the first nationwide adver- | 
attempted on 


“Idaho Sweet Spanish Onions” 


The drive has typified the efforts 
of Western agriculturists in many 
to advertise their products 
through cooperative efforts. The ex- 
yenditure for onions was based on 
a charge to the producer of one 


| 


yortion of the $200,000 to be spent | 
py the Idaho Fruit and Vegetable | 
advertising Commission in the first | 
year of the state’s cooperative pro- | 


| 


MENU SUGGESTION | 


STF; 
Prot my om Ons 


ame, 
Pert) 
eee 


sive! They're mild flav 


aeithe 


S 


The Idaho Fruit and Vegetable Com- 

mission is concluding the first national 

campaiqn ever conducted for onions. 

Appetite-stimulating copy like this was 
featured. 


he extra goodness of Idaho's 


with 


Cook quickly 
good earth. Coo saa ont 


er pans: 
Serve them often—se¥ 

ly. Use them 10 add zest to sauces, 

idee soups, Bravie’ casserole 

dishes, meats. Ask for them today 


Peel easily 


Political Crisis . 
Checked British 
Advertising Climb 


London, England, Jan. 4.—It is 
estimated that the 1938 expendi- 
ture on national advertising in 
Great Britain was approximately 2 
per cent less than that in 1937, 
although the complete figures for 
the final quarter of this year are 
not yet available. For the first time 
in some years there was a check in 


a 1.41 per cent increase, a 3.62 per 
cent decrease and a 1.84 per cent 
‘decrease, compared with 1937. 
Analysis of the 1938 figures 
‘showed the effect of international 
|political conditions on advertising. 
Germany’s absorption of Austria, 
and events thereafter, completely 
|reversed the trend of British ad- 
_vertising in 1938 up to that time. 
| The first quarter of 1938 had ap- 


| tollowed the reaction in April, over 
the Austrian crisis, with a drop of 
11.13 per cent, compared with April, 
1937. 
Recovery Gets Setback 

In May there was a surprising 
gain ot 6.88 per cent, followed by 
ja drop in June of 5.95 per cent, 
compared with the previous year. 
July and August showed gains of 
0.21 and 6.24 per cent, respectively. 


|Then, with the Czech crisis, there | 


was a drop of 5.23 per cent in Sep- 
'tember and of 6.31 per cent in Oc- 


iture on national advertising in re- 
cent years, over the respective pre- 
ceding years: 1933, 6.78; 1934, 7.57; 
1935, 9.31; 1936, 5.16; and 1937, 4.94. 
|In those five years expenditure for 
national advertising increased one- 
third. 


Ottley Advanced 
John K. Ottley, Jr. has been ap- 
/pointed advertising director of the 


Ross, Gamble 
to “Chronicle” 


William W. Ross, who has been 
in charge of sales in the New York 
office of Williams, Lawrence & 
Cresmer, newspaper representative, 
has become director of advertising 
for the San Francisco Chronicle. 

Lynn H. Gamble, also of the New 
York office of Williams, Lawrence 
& Cresmer, has become national 
advertising manager of the Chron- 
icle. He is a brother of E. Ross 
Gamble, space buyer for Leo Bur- 
nett Company, Chicago. 


nave been advertised since mid-| . the annual increase of national ad-|t0ber, compared with the 1937 

jutumn in daily newspapers of 23 | ws ) F vaitiateg. ‘months. | Plough Purchases 

cities scattered _ across the nation. | Ky - , ; | The first, second and third quar- | The following were the annual Mexican Heat Powder 

The appropeiation wes & modest CELIO — = ene Wa ato, ‘ters of 1938 showed, respectively, | Percentage increases in expendi-| pjough, Inc., Memphis, Tenn., has 
for lunch of dinner — ane Packed % 


acquired all rights for manufactur- 
ing and selling Mexican Heat 
powder from Dewoody Mfg. Com- 
pany, Pine Bluff, Ark. 

A national newspaper campaign 
is being planned, with Lake-Spiro- 
Cohn, Memphis, in charge. 


New Mexico to 
Continue Promotion 
New Mexico’s national advertis- 


' ‘peared to be a good omen for the Atlanta Constitution, with which|ing program will continue this year 

The a aoe ne reo by aa Though January was 2.14| he has been associated for the past| with the first advertisement ap- 
Botsford, Constantine ardner, . oh ogg . ca nia four years. Harold Sampson, for-| pearing late in January, Governor 
Portland, Ore., and Cline Advertis- Liggett Stores per cent down on the previous merly manager of the Scripps-| Miles has announced. 


ing Service, Boise, who jointly han- 


dle all Idaho agricultural advertis- Enlist Consumer 


m4 Aid on Chain Tax 


Boston, Jan. 10.—A _ nationwide 
effort to impress consumers with the | 
possible consequences of enactment 
of the Patman anti-chain store bill 


January, February showed a gain | Howard Atlanta office, succeeds Mr. 
of 0.93 per cent and March of 4.62| Ottley as local advertising man- 
per cent, compared to 1937. Then | ager. 


Magazines will be used in spring 
and newspapers in key Eastern 
cities in summer. 


“ has been undertaken by the Lig- | 
r gett drug stores. The chain’s view- 
“ point, set down in a succinct mes- 
. sage to store employes, is expected 
to be transmitted to customers. 
The pamphlet asserts that the 
—s proposed tax would burden the Lig- 
the PRINTING gett company’s 434 stores with a 
, levy of $7,164,000 a year, a condi- 
| This Advertisement ‘tion under which neither Liggett 
|nor any other chain could exist. 
peals'§ is dedicated to the man who “And why?” the company asks. 
its. feels that there must be a (“It is not because chain stores have 
1S , better way...somewhere... to |not done a good job —it isn’t be- 
erage , , cause they have not rendered good | 
an handle the production require- | service—it is not that they have 
The J} ments of his advertising matter. | not sold merchandise at advantage- 
d the : Faithorn 3-in-1 Service enables |ous prices—it is not that the chain 
def) advertisers and advertising a a vo ee the — 
, , , ards o re drug business. is 
os aaron to obtain the finest |simply because each store is a part 
ats ad-setting,engravingand print- |o¢ 4 multiple chain, doing business 
roth: 199 ~—all under ONE roof. Why and serving the public in other 
turer,f. send cuts to ONE concern, type- {communities and states and, there- 
 Eve-& setting to another, many blocks |f0re: in the minds of certain com- 
r era : ; petitors and their political allies, 
rk, ise 2Part—and then give your print- | becomes a menace.” 
ing to a firm even farther away? Declaring that the “destruction 
The close relationship of these (of chain stores would mean the end 
three important elements cer- |0f the most efficient system of po 
2s de- I tainly makes it imperative that tribution yet dev eloped in this 
Brus my feet , country,” Liggett denies that any 
since the responsibility be placed in |one of its stores is an “octopus or a 
viee- One direction, like Faithorn. |menace, or any of the other things 
; pro You will then get the BEST—at that certain politicians choose, for 
| ; ‘ their own purposes, to call the 
the lowest possible production | oains.” 
cost. Let us demonstrate this Store managers are urged to fur- 
ja are ‘© you on your next job. Write, |nish customers with the names of 
me t or telephone Wabash 7820. |their Washington representatives, “a 
10mas in order that the consumer view- 
Exceptionally well fitted to submitideas, | point may be transmitted to legis- | ! 
make layouts, prepare sketches anddraw- | |ators. 
ings —through every step of production. A | (} F LE D E R 5 H | 
PEACOCK Roche Adds Three . 
many years | Gilt and Art Galleries John D. Roche, Inc., Los Angeles, 
D. Peacock has =| Sé/ver “Plated Teactte art and advertising production, has Once again National and Local adver- Here are exact MEDIA RECORDS Dis- 
-d FAITHORN made three additions to its staff: tisers voice their choice of the TIMES- play Advertising Linage Totals for 1938: 
| complete Norman A. Rose, formerly with : 
tervice. You, too, | Milton Weinberg Advertising Com- STAR as the leading newspaper in TIMES-STAR 
vet prone its | pany, sales } ig ag oe Pee this rich market by scheduling MORE . . . . 8,081,290 
y advantages. steed yong wl oes Ra. Display Advertising in the TIMES-STAR Other Evening Paper . . . 5,254,892 
|miller, formerly with Merimand than in any other Cincinnati newspaper. Times-Star Lead . . 2,826,398 
| Photo Art Company, in the art de- Morning Paper 3.655.192 
‘oasaaemnnee ll Of the TIMES-STAR’S 1938 total of Times-Star Lead . . 4,426,098 
2. oom On Starch List 8,081,290 lines of Display Advertising, adie. , P 
FINEST ENGRAVING Daniel Starch, New York, has 1,954,950 lines are General Advertising ?UNOGY Faper ees 3,629,079 
added Better Homes & Gardens to —or more than was run during the Times-Star Lead - + 4,452,211 
FINEST TYPOGRAPHY the list of publications on which it | ; , PF . 
FINEST PRINTING conducts continuous magazine| same period in any other Morning, Morning-Sunday Paper 
You can use reader field surveys. Evening or Sunday paper in the entire (7-Day) . . 7,284,271 
: one or all—just as you wish, a : , York Ci Times-Star Lead 
*w all are here, ready to serve you... ‘ddl And country outside of New Yor ity, 
—economy—satisfaction assured. Middleton to erson Boston and Chicago! (6 days over 7) * 797,019 
Harold Middleton has joined Lee 


Advertising 
Detroit, as assistant space 
He formerly operated his 
agency in Detroit. 


Air Rifles to Ramsey 

Daisy Mfg. Company, Plymouth, 
Mich., has appointed L. W. Ramsey 
Company, Chicago, to direct adver- 
tising of its air rifles. 


Company, | 
buyer. | 
Own | 


FA i THOR N Anderson 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


Diy AND NIGHT SERVICE | 


CINCINNATI TIMES-STAR 


HULBERT TAFT, President and Editor-in-Chief 


CHICAGO: Kellogg M. Patterson, 333 No. Michigan ¢ NEW YORK: Martin L. Marsh, 60 E. 42nd 
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Says Lux Copy is 
Best U. S. Effort 
in Argentina 


New York, Jan. 11.—A timely | 
corollary to year-end judgments on | 
domestic copy is the analysis of | 
American advertising in Argentina | 
published in Overseas Trader by | 
Harry Tipper, former president of | 
the Association of National Adver- | 
tisers. Mr. Tipper awards the palm 
to Lever Brothers Company for 
copy on Lux, giving honorable 
mention to Goodyear Tire & Rub- 
ber Company, Northam Warren 
Corporation and Servel Electrolux. 

In making his final selection, Mr. 
Tipper considered the work of 35 
American advertisers, a number in- 
dicative of the progress made by 
the latter in the Argentine. Copy 
of these advertisers appeared in 
Atlantida, La Nacion, La Prensa, 
Pampa Argentina and Para Ti. 

Classed by Mr. Tipper as other 
outstanding examples of American 
copy in foreign fields were adver- 
tisements of Ford trucks, Lincoln- 
Zephyr cars, Philco radios, Mobil- 
oil, and Kolynos and Colgate den- 
tifrices. 


Difference Held Slight 


In ranking the Lux copy first, 
Mr. Tipper remarked, “Between 
the Goodyear and Lux advertise- 
ments, for their particular purposes 
and technical preparation the dif- 
ferences are so minor that the 
choice of the Lux copy might be 
questioned. The critic has leaned 
somewhat to the smaller layout, as 
the effective use of smaller space 
with other things being equal is in 
itself a point in favor. 

“The Goodyear advertisement 
has the advantage of a full page in 
Pampa Argentina, a large sized 
farm magazine. The Lux copy, 
however, is a smaller two column 
page in Para Ti. 

“The illustration is so placed that 
the trend of the attention runs 
naturally from the figure to the 
information in the long box and 
picks up the other information 


~LANITAS LAVADAS CON 


LUX COPY PRAISED 
LUX 


ABRIGADAS! 1 


LAVAR CON 
tux ES MUY 
SENCILLO.. 


Las lanitas del bebt, para que con- 
serven siempre su suavidad 7 abri- 
0, como cuando nuevas, no deben 
re lavarse con jabon prensado, pues 


la soda que contiene y «i fregado 
stone dt : las deliced 

fibras de lana, que se encogen y 
endurecen, La inica forma de ta- 
vaclas sin viesgo ¢s con LUX, 
pues sus paras y penetrantes ¢s- 
camas lavan por si solas, dejando 
jas preadas limpias, suaves y abri- 
gedas. LUX no contiene soda, 
por eso no eocoge fas lanas 
y la copa conserva siempre su 
forma, color y tamado origival. 


ge. 
= 


lejos det calor. 
Sena enene or | on mann smn 


X NO ENCOGE LANAS 


This Lux copy wins top honors in U. S. 
advertising in Argentina, in the estima- 
tion of Harry Tipper, former ANA head. 


without any apparent effort. The 
lack of dynamics is the weak spot, 
but it is largely compensated for 
by the appeal of the illustration.” 


National Export Advertising 
Service handles export copy for 
Lux. 


SEES 


will be at least 25 to 30 


1939 Akron should be one 


America. 


EXCERPTS 


SALES CAN BE ASSURED 


REPRESENTED BY 


AKRON 


1939 PROSPECTS BRIGHT 
... by ROGER W. BABSON 


BETTER TIMES AHEAD 


OBSERVER FORECASTS 25%, to 30%, 
INCREASE IN GENERAL BUSINESS 


Expects Building Gains. 


Boost in Auto Production is Seen 
as Basis for Good Tire Year 


Akron is one of the brightest spots on the 1939 busi- 
ness horizon. It will be the great industrial cities of 
America which will lead us to moderate prosperity in 
1939. Akron business is now well above the levels of « 
year ago and it has climbed nearly 25 per cent since 
the low point last February and March. 


Considering your own economic set-up against this 
background, | forecast that general business in Akron 


months of 1938 and at least 20 per cent ahead of « 
year aqo for the nation as a whole. By the end of 


AKRON BEACON JOURNAL, DEC. 30, 1938 


AT ONE LOW COST, YOUR SHARE OF AKRON 


FREE-SPENDING MARKET THROUGH THE... 


AKRON BEACON JOURNAL 


STABLISHED 1838 


STORY, 


per cent above the initial 


of the most active cities in 


FROM BABSON PREDICTIONS 


.. . COVER THIS ALERT 


BROOKS & FINLEY 


__ Getting Personal 


Ivor Kenway, a.m., Devoe & Raynolds Company, returned to his 
headquarters in New York Jan. 16 after 10 days in the Middle West. 
. . Dean Babbitt, pres., Sonotone Corporation, has purchased a four- 
acre estate at Rye from George Palmer Putnam, the book publisher 
and explorer. . . Emil Brisacher, a.m., S & W Fine Foods, who doubles 
as head of his own agency in San Francisco, has returned from a 17- 
day cruise in the south Atlantic. . . 

Local leaders of the pulp and paper trade turned out en masse 
for a testimonial dinner to Henry Nias, pres., Lily Tulip Cup Cor- 
poration, who was honored for his work in behalf of the New York 
and Brooklyn Federations of Jewish Charities. . . 

Paul Elrod, of Parents’ Magazine, lectured on the “Mother Mar- 
ket” before Syracuse U. undergraduates. .. John C. Jensen, a recent 
addition to the H. N. Elterich 
staff, has left on a seven-month 
tour of Latin America. . . 

If Lee Bristol, v.p., Bristol- 
Myers Company, is hard to reach 
these days, it is because he is 
spending his morning as a Grand 
Juror in Elizabeth, N. J. . . 
Bernhard Gardner, managing di- 
rector of RCA in London, is on 
this side of the big pond. . 

Lenox R. Lohr, NBC pres., 
turned author on the subject of 
television for the Jan. 14 
Liberty. . . A score of advertis- 
ing artists sponsored a testi- 
monial dinner to Rockwell Kent, 
the illustrator, for “his untiring 
efforts to raise the standards of 
art in industry and the artist in 
industry”. . 

H. P. Peters, v.p., Free & 
Peters, radio rep., has returned 
from a sojourn in Florida. 
Harry F. O’Mealia, pres., O’Mea- 
lia Outdoor Advertising Com- 
pany, has been renamed for an- 
other five-year term on _ the 
Hudson County, N. J., Park 
Commission. He was formerly 
president of the Board of Edu- 
cation in Jersey City. . . — ae me 

“Chuck” Tyler, account executive of McCann-Erickson, Inc., 
Chicago, is feeling tip-top again after rounding off his recent illness 
with a trip to Mexico. . . Don Smith, advertising manager of Wilson 
& Co., Chicago packer, is winding up a stay in the Florida sun- 
shine. . . 

Joe Godfrey, of the Chicago Daily Times, has something to brag 
about—a son born on Christmas day! . Mr. and Mrs. Leonard 
Reinsch (manager of WHIO, Dayton, O.) are receiving congratula- 
tions on the birth of a daughter, who has been named Penelope Lou. .. 

Francis V. Hatch, v.p. in the Boston office of BBDO, has been 
named vice-chairman of the publicity committee for the Greater 
Boston Community Fund campaign. Allyn B. McIntyre, v.p. of Pep- 
perell Mfg. Company, holds a similar post. . . 


FAMOUS VOICE IN AN INFORMAL MOMENT 


PREDICTS NEW MEDIUM 


Elliott Roosevelt, head of the Texas 
Radio Network, inspects the facsimile in- 
stallation of W9IXZY, St. Louis Post- 
Dispatch experimental station, and pre- 
dicts that facsimile newspapers will pro- 
vide "a very good advertising medium." 


Cornelius Westbrook Van Voorhis, left, the Voice of Time on the air and screen, 
visits Erwin C. Uihlein, president of Jos. Schlitz Brewing Company, in the Brown 
Bottle guest hall which the company recently opened in Milwaukee. 


“safe and sane” 
New Year’s by inviting a doctor and three nurses to be in attendance 


Carroll Rkeinstrom, True Story a. m 


at his New Year’s Eve party. Then Bob, also known as “chef” copy- 
writer, cooked up a mess of mustaccioli. P. S. The medical staff 
wasn’t needed. . . 

| Bill Henderson, of L. W. Ramsey Company, Davenport, la., and 
Barbara Diemer, in the advertising department of M. L. Parker. 
Davenport store, have announced their engagement. Nathan E. 
Jacobs, v.p. in charge of the Chicago office of Bozell & Jacobs, Omaha, 
is supreme vice-president of Zeta Beta Tau, national fraternity. . . 

Herbert B. Fairchild, the New York Sun a.m., is vacationing in 
Miami Beach for a couple of weeks. . . 

Four more leaders in the drug industry have accepted honorary 

vice-presidencies in the International Drug Club. They are Dr. Wil- 
liam E. Weiss, board chairman of Sterling Products; H. G. Bertram, 
president, Winthrop Chemical Company; George A. Raab, president, 
Federal Wholesale Druggists Association; and John T. Witty, president, 
National Association of Retail Druggists. . . 
, went back several thousand 
years to Aristotle and his “Critic of the Drama,” to prove the ancient 
origin of the principles of advertising. The reference was made during 
an address before the New York Association of Advertising Men. . . 
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Historical Stam ps 
Create Readers 
for Jewel's Copy 


Chicago, Jan. 12.—Distributio, 
of an album and five stamps free 
with 95 others to be offered at jp. 
tervals, can be depended upon ty 
insure an interested audience {o, 
advertising of Jewel Food Stores 
in the opinion of C. N. Watkins 
advertising director. 

The series of 100 stamps wa: 
prepared with the assistance ang 
endorsement of the Chicago His. 
|torical Society and other like oy. 
ganizations. The historical stamp, 
cover leading events from 1673 tp, 
1933, and announcement of the gif; 
of the album and five stamps ip. 
spired such enthusiasm that in on, 
neighborhood, at least, Jewel hag 
to request police aid to preven; 
juveniles from wrecking the store 
in their eagerness to participate. 

The remaining 95 stamps in the 
series will be offered as premiums 
for the purchase of certain amount: 
or certain products in Jewel stores. 
The initial advertisement of this 
kind this week indicated that « 
large number of the city’s families 
have turned stamp collectors, and 
will respond to any copy embody- 
ing this theme, said to be uniqu 
in chain store promotion. The cam- 
paign will run for 25 weeks. 


Levy Agency Expands 

Raymond Levy Organization 
New York, has enlarged its offic 
space and added four new officers 
Charles L. Rothschild, formerly 
with Gardner-Rothschild, and Iry- 
ing Schindler, formerly with § 
Liebovitz & Sons, have been named 
vice-presidents. Warner Feddern 
formerly with J. Clinton Shepheré 
Studios, has been chosen art direc. 
tor. Anthony Lord has been elected 
production manager. Miss L. |] 
Alles, media manager, has added 
the duties of treasurer. 


Downs Is Publisher 


LeRoy D. Downs has _ becom 
publisher of the Sentinel, Norwalk. 
Conn., and president and treasur 
of the Sentinel Publishing Com: 
pany, succeeding Wendell P. Mil 
igan, who will remain a member ¢ 
the board of directors. 


Laidman Joins Agency 

Hugh Laidman, formerly wit! 
Will Hammel Studios, New York 
has joined James J. McMahon, Inc 
New York advertising agency, ‘ 
art director. 
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FEATURES REMINDER COUPON 


Lady Esther says 


| PROVE 


OR PAY! 


YOUR MONEY BACK if my Lady Esther 


Four-Purpose Face Cream does not win you 


SOFTER, SMOOTHER SKIN! 


Others make claims, but Lady Esther makes good! There 
are no strings attached to this offer. You alone are the 
judge. If you are not satisfied, it costs you nothing! 


Win These 4 Skin Benefits 


Se here is the offer: Go to your favorite cosmetic store 
and get a SSe jar of Lady Esther Four-Purpose Face 
Cream. Start using it right'sway. Use the whole jar right 
down to the bottom—then check these four results: 

One-Note that it softens. Two—See how thoroughly 
it cleanses—yet leaves no greasy film. Three-Observe 
how it helps Nature refine your pores—remember, a clean 
pore closes naturally, ending need for astringents. 
Four—Enjoy the velvety emooth finish it gives you for 
your face powdez. 

Now if, by the time you've used the whole jar, you're 
not satisfied that your ekin is definitely softer, smoother, 


finer-looking...then return the chap nag ages 
and she'll send you her check for 55¢ plus 
You Can't Lose! 


Can anything be fairer? You simply can't lose. 
And you should win the fresh, radiant, young-look- 
ing skin you've always wanted. 

So act now. Get « SSe jar of Lady Esther Face 
Cream today. This offer is good for a limited ume 


Instead of urging consumers to send the coupon, Lady Esther suggests that the 
little slip be put into milady's change purse to remember to buy. 


‘One Lit le Word 
After Another’ Is 
Frailey’s Formula 


Chicago, Jan. 11.—‘Putting one 
little word after another” is a good 
part of the technique of writing 
successful letters, L. E. Frailey, 
editor of Dartnell Corporation’s 
Better Letter Bulletin Service, told 
the Direct Mail Advertising Club 
here today. 

Mr. Frailey was a guest at the 
club’s first luncheon of the year, 
celebrated by election of John W. 
Ladd, U. S. Building & Loan 
League, as president. Other new 
officers are Bertrum Jones, Link- 
Belt Company; Don D. McKiernan, 
George F. McKiernan & Co., and 
Keith Campbell, Swigart Paper 
Company, vice-presidents. Roy G. 
Rylander, of the Rylander Com- 
pany, and Joseph D. Landes, Jr., 
Rand-MecNally Company, were re- 
elected secretary and treasurer, re- 
spectively. 


How Job Seeker Scored 


Confining his remarks to writing 
technique, Mr. Frailey declared 
that far too many business men 
write as “undertakers burying their 
dead,” through indulgence in such 
cliches as “enclosed herewith,” 
‘under separate cover,” “beg to 
state’ and “beg to inform.” 

Discard inhibitions, he urged, to 
Write letters in conversational, 
human tones, instead of making in- 


dividual personality suffer through 
|stilted phrasing. 

|, As an example, Mr. Frailey re- 
called a St. Louis job seeker’s novel 
application. The latter’s campaign 
involved four post cards sent on 
successive days. The first gave one 
qualification which the — sender 
possessed for the job and bore only 
this signature, “The Man With the 
Big Nose.” The second card ad- 
vanced another qualification and 
repeated the signature. The third 
did the same, adding that the 
sender would “present himself in 
person at ten o’clock the next 
morning.” 

“Word had gotten around the 
office of these cards,’ said Mr. 
Frailey, ‘and all of us excitedly 
awaited the arrival of this unknown 
applicant. From eight-thirty until 
iten, there wasn’t a lick of work 
done in the office.” 

Mr. Frailey didn’t say whether 
or not the young man got the job. 
However, he did add a few points 
specifically concerned with sales 
letters. 

These, he asserted, can be most 
|often criticized for the plenitude 
of generalities and lack of facts. 
“An ounce of fact is worth a pound 
of generalities,” he remarked. 

“If I receive a letter assuring me 
that I'll get the ‘utmost perform- 
ance’ from a certain car, it means 
nothing. It does mean something, 
however, if I’m told that I can 
drive the car all day at 70 miles 
an hour and still not use up a drop 
of water.” 


Do You Need — 
an ADVERTISING MANAGER 
or a COPY WRITER ? 


Talk With This Man 


can write copy that convinces 
is a capable organizer 

He 
He 


assistant)—or for a copy writer 


He asks now for an opportunity 
your convenience 


—— 


knows how to develop ideas of practical value 


has had newspaper and publicity experience 


offers the knowledge gained through 14 years of selling through 
“print” to some company looking for an advertising manager (or 


and sells 


to talk with you about himself—at 


Please address reply to Box 1617, Advertising Age, Chicago 


| . 
Accordion Craze 


Is Newest Phase 


of Americana 


New York, Jan. 10.—A rising tide 
of interest in accordion playing, 
bearing a strong similarity to the 
post-war saxophone craze, was in- 
dicated here this week in the ex- 
panded plans of a musical instru- 
ment manufacturer whose first 
modest sally into the ranks of na- 
tional advertising drew an en- 
couraging flood of responses. 

A. Rosati is the manufacturer 
whose experience lent emphasis to 
a trend also detected by other in- 
strument makers. Until last month 
Rosati advertising had been con- 
fined to small local newspaper space 
with most sales made to profes- 
sional musicians. Under the guid- 
ance of Arthur Rosenberg Com- 
pany, a single-inch Rosati adver- 
tisement was placed in Popular Me- 
chanics. 


Returns Are Heavy 


According to Samuel Rubenstein, 
account executive, such heavy re- 
turns showered down on the manu- 
facturer that a campaign was im- 
mediately lined up for 14 maga- 
zines. Half-column accordion copy 
will be used, starting in February 


‘and continuing through next Sep- 
tember. 

Rosati accordions are priced from 
$49.50 up, and a major feature of 
the company’s merchandising policy 
is a combined lesson and purchase 
plan by which buyers learn to play 
without extra cost. Rosati first 
adopted this plan eight or nine 
years ago, according to Mr. Ruben- 
stein, and other music manufac- 
turers now use it, notably Rudolph 
Wurlitzer Company. 

The chief difference between the 
saxophone boom of the early twen- 
ties and the current accordion trend 
is that the latter is appealing to all 
ages, whereas the saxophone was 
largely a juvenile diversion. 


Leon Named for Fabrics 

Harte & Co., New York, water- 
proof fabrics, has appointed S. R. 
Leon, Inc., New York, as merchan- 
dising counsel to handle a campaign 
for Duxkin, Swanette and Aqua- 
Silk fabrics. A special campaign 
for the metropolitan New York 
area will feature World’s Fair fab- 
rics. 


Hughes Resigns 

Frank J. Hughes, vice-president 
of Warren Norge Company, New 
York, electric appliances, and man- 
ager of its apartment house sales 
division, has resigned. 


Fowler Joins Moon 


Byron G. Moon Company, New 
York, has appointed Harold B. 
Fowler as account executive in the 
field of men’s and boys’ apparel. 
He will also be director of the 
men’s division of the agency’s Fash- 
ion Merchandising Bureau. Mr. 
Fowler was formerly with Jam 
Handy Picture Service, Detroit, 
where he served in a sales capac- 
ity. 


Shaw Named Ad Director 


D. Minard Shaw, formerly district 
sales manager of Sears, Roebuck & 
Co., New York, and previously in 
charge of advertising for the East- 
ern division of Ford Motor Com- 
pany, has been appointed director 
of advertising of Congratulations, 
New York. 


Plan Sew & Save Week 


To promote the sale of sewing 
notions, yarns and threads, the Na- 
tional Needlecraft Bureau, sup- 
ported by notion manufacturers, 
has originated National Sew & Save 
Week as a yearly promotion. The 
week of Feb. 18 has been chosen 
for the 1939 drive. 


Leblang Heads Media 


Mack Leblang, formerly general 
manager of Hazard Advertising 
Corporation, New York, has been 
placed in charge of media. 
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A LARGE, EFFICIENT AND 
COM PLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


——— | 


workmen 


All Departments 


Printing 


ENGRAVERS 


OUR SERVICES 
TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 


(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 


(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 
ing, photographing and artwork) 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Because of automatic 
machinery. Day and 
night service 


Established 1888 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS @# 
PLANNING 


RIGHT PRICE 


Because of superior 
facilities and efficient 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


_ PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 Polk and La Salle Streets 


© ELECTROTYPERS 
PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 
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Magazines End _12"3.'2 "New Yorker. Life. re-| TOTAL 1938 ADVERTISING LINAGE IN NATIONAL MAGAZINES 4 


lines in 


Year with Dro forntnpacllegr enone Hy dia wind —i10I—, —1981—.| niu silliness secant Gite 
p | page rate in reporting 597,787 lines Pages Lines Pages  Lines| Pages Lines Pages Lines 
f 19 8 P C t | for 1938. STANDARD n | Sunset .. 275.1 118,004 333.5 142.08) 
oO ” er en | Figures and page totals for indi- | American Mercury 170.0 33,321 217.1 42,549| True Story — 532.0 228,226 672.4 288,455 
: ‘ ; ridual blicati ae h ; Atlantic Monthls : IS7.8 92, 286 466.6 111,044] Vogue .....ceces , ... 1,698.6 1,073,520 1,807.5 1,142 347 
New York, Jan. 12.—Leading na- | V!@Ua! pubiications are s OWN 1D) Current History 5 oss nee 28,484 96.4 21,583] Woman's Home Companion 693.2 471,384 805.8 547,927 
tional magazines carried 24,712,860 | the accompanying table. Forum pial vos ' 105.8 45,154 106.7 spun Woman's World ... . 115.8 78,773 145.4 98,903 
ee : arpers Magazine 35.9 103,765 495.3 7,876 —_ -—_—_—_——_-SO [- ————— 
lines of advertising during 1938, | oa aT pere. eagaan ae Seerees See! Sees Sulied: Goan 5 eae one TT 
Publishers’ Information Bureau re- | Process Servers Appoint Total Group 303,010 338,806 ” 
ported today. This is a ee an | “ni nas WOMEN'S GROLPS 
an i : airf: re 3 i iENE " 
of 19.8 per cent from 30,820,869 lines | H. W. - es _ ie e Bo ing] GENERAL Pawents. Wamen's- 
4 4 : : | Je pf > Ww “K as “ F oad 74 . rr ~ «ae * ” © os . 
carried by the same publications in| ‘5° ncy, : dhl aoe + aw ; 7 r *Ace Fiction Group -19%.1 tiowy 202.0 45,254 | Hollywood ... .294.9 123,893 403. 169,21) 
1937 | pointed advertising agency {for ©) American ..... re 544.7 233,679 665.2 285,378 Motion Picture . 296.2 124,397 410.9 172,589 
All c eens ail ‘der = newly formed Association of Pro- American Boy ...... een 116.0 78.903 128.5 87,388 Movie Story ... 315.8 132,618 424.6 178.21) 
ai ; wren ones an of = maga- | cess Serving Agencies, New York. *American Forests .........117.0 $9,140 123.8 52,010 tomantice Story 2 .250.3 105,136 340.4 142,987 
zines, shared in the decline, with the | Institutional copy will start in the | American Home (National)..430.4 271,988 741.5 468,638] Screen Book ... 296.8 124,646 404.9 170.045 
most severe losses being experi-| New York Law Journal. The ac-| American Home (Sp. Ed.)... 36.2 22,896 75.2 $7,503 True Confessions .261.1 109,672 348.9 146,55% 
enced by general, women’s group! count executive is Marshall F. | American Legion .... <a 59.102 161.6 69,307 sa pring ag a sane taaee eats rv 
. . . , “¢ ; . p ~” ye ed « ‘ ve ‘4 , i o rte. A) el. hag 
and weekly magazines. Bachenheimer. Arts & Devorations......... 81.2 54,534 132.7 89,198 ~yiete gh ey 70% aanese 40% ans ¢ 
. lila ‘od 7 | oe errr eT 51.7 22,340 75.8 32,733| Movie Mirror ‘373.1 160,050 669.0 501,361 
General magazines carried 1,352,- Better Home & Carder $71.7 234 435 $82.4 05 204 Radio Mirror .. 309.2 132,635 395.7 169.757 
. . ¢ F bette omes & sé @ens....d614.4 sotto és Le aan - . pindy- er ’ S 
078 lines during 1938, a decline of | Greene Promoted *Big Seven Greus. ga 115.5 25,872 130.8 24 249 True Experiences 342.5 146,953 424.1 181,055 
ee et ae ee oe » & & formerly sales| Bey" \ife ---- 172.6 117,339 184.1 125,210) 4, aoe, oe SOG.S SEEPS Sens = 5Es,628 
: : 4 ‘ ‘eene 3 -TiY Sales | ; +3 if ‘ o- 1% 919 = 6 Moder Magazines 
of 9,505,252. Figures for this group | | tte ceed” ae. (ee, Late ..-.- +++ 81.9 85,124 121.2 52,005) “rogeen Romances 368.7 158,156 451.0 193,40 
include several publications which | ™@>a8er, has been named adver-| (yristian Herald ...........210.9 90,500 233.2 100,061 X oo 464.0 173319 495.8 212 482 
nas gctinge I ~ oy. | tising and merchandising manager| College Humor ... 49.5 21,241 60.4 25,894 ar manly 9 wareen Het 146.569 436.8 Hie 
have reported monthly totals di-| of General Seafoods Corporation, | Cosmopolitan ...... . 562.7 241,400 718.9 308,398] . SAS ry > te * re a Ne — 
ar , ad "T° rm “| nn i : at ive oo . )} Screeniante ni 
rectly to ADVERTISING AGE. aes Boston. L. C. Monahan, formerly | ‘ ees iAfe & The ie. ila <eooe| Sereenland .. 252.4 108,289 309.2 132,637 
Women’s magazines carried 5,262,-| sales manager of 40-Fathom Fish- “a RR eas sas gig: ‘a ri " — * + aaa Silver Screen 254.3 109,103 309.7 132,850 
958 lines, a loss of 12.1 per cent/eries, succeeds Mr. Greene as sales} js ciuire (National) 8379 563.065 1.0944 Big -——_ —- ——_ 
from the previous year’s total of | manager. Esquire (Spec, Edition).....121.0 81.312 145.0 99.456 Total Group .. - 2,154,516 +¢ 8,755,905 
5,986,424. Women’s group publica- eeemenerncaninnes *iextension Magazine ... .110.6 76,074 119.2 82,017] 
} P Spare ‘ 9616 607-747 99 99¢ OUTDOOR 
tions carried 2,154,516 lines, a de- Start Research Bureau I — , “ness "ae O04,6 i 1,411.8 wed ; 
: an | Go ara wee >» Sa 39,045 95.7 060) oe ,— 9R2q ‘ - 95 - , 
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Real-Form Girdle 
Plans Spring Drive 


ge shoage RADIO STATION 
Real-Form Girdle Company, New 


York, will launch a spring cam- 
paign in magazines and newspaper | 
rotogravure sections in March, | 
through Croyden_ Advertising | 
Agency, New York. Business pap- | 
ers, direct mail and dealer helps | ) 
are also being planned. 


Magazines on the list include | ° ° ° 
Harper's Bazaar, Mademoiselle, | Rock Island - Moline, Illinois 
Photoplay, Screenland Unit and 


Vogue. | Davenport, Iowa 


| 
Lord & Thomas has appointed | 
Howard Aldred Jones, formerly 
vice-president of Blackett-Sample- 
Hummert, Chicago, to the executive 
staff of the New York office. 
Mr. Jones, who has been with 
B-S-H for the past five years, and 


Howard Jones to NOW 
Lord & Thomas | 
& ; previously was with Ruthrauff & 
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Advertising Art, New York, has | GENE FURGASON & CO., Nat’l Rep. 
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Richard L. Schoenberger, for- 
mutts caving ease AQMMerICaN BOY 
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Marfin-Senour 
Enthusiastic Over — 
Group Meetings 


| 
New Type of Sales 
Convention Held by 
Paint Company 


Chicago, Jan. 12.—An experiment, 
with group, rather than mass or 
general sales meetings, was hailed 
as a huge success today by officers 
of Martin-Senour Company, fol- 
lowing its annual convention last 
week at which representatives were 
told of a prize painting contest, with 
cooperative radio and newspaper 
advertising and a_ centrally-di- | 
rected direct mail campaign sup- 
porting the drive. The new slogan 
is “Make ’39 your painting time.” 

The company’s 60 salesmen were 
divided into four groups for the 
meetings at the Windermere Hotel. 
These groups progressively attended 
eight sessions, each presided over by 
a district manager, or an executive 
of the company. An opening and a 
closing general session were held on 
general and policy subjects. 


The group meeting idea demands 
more careful preparation than gen- 
eral conventions, executives of Mar- | 
tin-Senour agree. Subjects were as- | 
signed early in the fall, and out- | 
lines were written and exchanged | 
for suggestions and criticism. One| 
big advantage cited is that in the| 
intimate atmosphere of a_ small | 
meeting, salesmen are less reluctant | 


to expose their ignorance. They ask | 
questions freely. | 
Another is that the speakers, 


knowing that they will be exposed | 
to a barrage of queries, must expand | 
their own knowledge. Most of the 
salesmen returned to the field with 
a new respect for their superiors, 
while the latter expressed the 
opinion that they had been inclined 
to underrate the ability of the men 
on the firing line. 

A. R. Raymond, advertising man- 
ager, said that the company’s adver- 
tising program has. been built 
around the thesis that more than 60 
billion dollars worth of the nation’s 
surfaces is in crying need of paint. 
The theme of the contest, in which 
actual users of paint will vie for 43 
awards aggregating $1,200, will be, 
“How I made my _ surroundings 
more liveable with paint.” Dealers, 
painters and decorators are in- 
cluded in the awards. The con- 
test closes in June. 

William M. Stuart, vice-president 
and general manager of the com- 
pany, said that the FHA time pay- 
ment plan has not been adequately 
publicized by the trade. For the 
first time, he asserted, buyers of 
paint may avail themselves of the 
easy payments long accorded to 
many other products, such as auto- 
mobiles. Martin-Senour advertis- 
ing will present this development in 
alluring terms. 


lhe HOW BOOK for creative Offset 

) . ¢ . 

Printing. 26 chapters, 460 illustra 

tions. 
1. EF. Hurst with foreword bu 
Walter E. Soderstrom. 

8 e design effects illustrated—Divisions and | | 
tlons—Full plate effects with Tie-ins 
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istrations—Foreeful border and box de | 
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Price $2. Three copies $5 
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«6 Broadway. New York. N. Y. 
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Cleveland Lays " 
Plans for Annual 
Affiliation Meeting 


Cleveland, Jan. 12.—Headed by 
Allen L. Billingsley, president, Ful- 
ler & Smith & Ross, the Cleveland 
Advertising Club is laying ambitious 
plans for the 30th annual conven- 
tion of the Advertising Affiliation, 
to be held here May 5-6. 

Mr. Billingsley, who is vice-presi- 
dent of the Affiliation, is general 
chairman of the convention commit- 
tee. V. Browne Irish, Central Out- 
door Advertising Company, is ex- 
ecutive chairman. Royal M. 
Alderman, vice-president, McCann- 


Erickson, is in charge of the pro- 
gram; William A. Weaver, media 
director, Griswold-Eshleman Com- 
pany, sessions; Lester F. Grimes, 
Fawn-Art Studios, attendance, and 


| Eugene Carr, Station WGAR, enter- 


tainment. 

The central location of Cleveland 
is expected to bring the largest at- 
tendance in Affiliation history to 
the city for the meeting at the Ho- 
tel Statler. 


Colonial Hotel Appoints 


Colonial and Star Villa Hotels, 
Cape May, N. J., has appointed 
Joseph R. Jacoby, Cape May, to 
handle its advertising. Newspapers, 
farm and business papers and direct 
mail will be used. 


| 
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in Building Field 
Plan Joint Drive 


(Continued from Page 1) 
Building Service in making avail- 
able to the small home field archi- 
tectural design on an economical 
basis, to coordinate an industry- 
wide effort to promote the “pack- 
age selling” idea, and to inaugurate 
a public relations program to inform 
the public of the importance of the 
construction industry. 

The basic idea which will under- 
lie the whole promotion is to intro- 
duce better merchandising into the 


ooo 


SS 


—_—— $$$ 


industry. Manufacturers will be 
asked to cooperate in their own ad- 
vertising by stressing the value and 
low cost of building materials when 
spread out on a per-month basis 
over the entire period of mortgage 
amortization. 


Cooperation with Government 


Among the executives who spoke 
at the meeting was Lewis H. Brown, 
president, Johns-Manville Corpora- 
tion, who urged cooperation with 
government agencies, and in promo- 
tional work to benefit the whole in- 
dustry. Johns-Manville has sched- 
uled a national campaign for 1939, 
based on the same “package selling” 
idea adopted by the Council. 


2001 Calumet Avenue . 


| “WHEN WINTER COMES 
CAN SPRING BE FAR BEHIND?” 


Summer dustily sighs and gives over the race to autumn whose ripe red and 
gold surrenders to the hoary rigor of winter. But smiling, ambitious spring 
repaints a faded world, and life and hope and purpose are reborn. So 
seasons blend into years—and years pass. With them pass the hills and 
valleys of social, political and economic regimes. Yet steadfastly stand un- 
touched the strength of high ideals, the invincibility of rugged character and 
the permanence of soundly constructed institutions. Another year opens up 
before us... new roads to travel; new paths to be broken. With confidence 
in the basic stability and unlimited opportunity of our American principles 


we will forge ahead to new and larger achievements. 


Master Craftsmen of Photo-Engraving 


ROGERS ENGRAVING COMPANY 


ADOLPH F. BUECHELE, President 


Phone: CALumet 4137 . 


Chicago, Illinois 


Pies a 


‘ i es z 3 : a 5 : a ie ‘ iS gas en r = : Bay ns - ’ oF) . m . ae a ‘ 
po ee = ga 
: ns ereeneeenmnanncennmenets ene gy einer asearcaracmEa - : 
7 a 
' gee 
es | a | 7 
5 I ¢ 
: ES - 
1 | tt (ire 
, 
. 
0 | a 
, 1 ' 7 
i - \" ae , + ss 
50 ais ' ek Hah ; i, 
ub rr it , 
oF a a ij Hei ; ke im 
E ee ae. | ee 
on Yee, —a — oe ye 
— wr — —- | 
4) ee _¥ ™ — “ ee oe SS “ > + “ ~ 
‘ : : Re sere . 
1s ie > | ~~ S. 2 
21 i. . _ ' ia PS 
, P " ne a x Ks F 
. \ ee th 
153 : yy B <4 | 
336 _ °° — | 4° 
po 4 : os es - Pe " | 
O31 _ _. af ad ™ oa | i : 
871 ak wl co. a 5 
445 - ey ie, Pee ‘3 
{87 ; a oi” ail ae i are e ; Ha éd 
362 , te Ny », = , ) 
S 17 7 cael ee jee v7 - eit . a a aie | 
281 - = 4 | 
802 Se - 33, . oe 
ool "4 er 5 oe “ a si en i 
aE Bs: =a “a 4 
312 ot: a. VU 
171 Ee ays a. iy aca:,* 
R46 ; ‘ fi. ‘ a 
682 
ee 
OBVIOUSLY OFFSET | 
ee 
B eC re a 
q 
>. 
ty 
: a : er : ; | : a: E . Gy | % : ; . 5 Sa> e o it Hi cx Rho ¥ , = a oe im 4 q o bts " er ; ; Mw Be 


30 


ADVERTISING AGE 


January 16, 1939 


Bayer Renews 
‘American Album’ 
for Another Year 


New York, Jan. 12.—Bayer Com- 
pany has renewed “American Al- 
bum of Familiar Music” on 59 sta- 
tions of the NBC Red network for 
another year, beginning Feb. 5. Fea- 
turing Gus Haenschen’s Orchestra, 
the program is heard from 9:30 to 
10 p. m. on Sundays.  Blackett- 
Sample-Hummert is the agency. 


Loan Company Offers Serial 


Personal Finance Company has 
announced a new serial script show 
to be heard on 29 CBS stations. 
“Doc Barclay’s Daughters” will be 
heard from 2 to 2:15 p. m., Mondays 
through Fridays, beginning Jan. 23, 
instead of Jan. 16 as previously an- 
nounced. Blackett-Sample-H um- 
mert is the agency. 


Anacin Continues “Aces” 


The Anacin Company will con- 
tinue to present “Easy Aces,” heard 
over 45 stations of the NBC Blue 
network from 7 to 7:15 p. m. on 
Tuesdays, Wednesdays and Thurs- 
days. The renewal through Black- 
ett-Sample-Hummert, is effective 
Jan. 31. 


P &G Daytime Features 


Procter & Gamble Company has 
renewed “Central City” for Oxydol 
on 26 stations of the NBC Red net- 
work. Previously heard on Mon- 
days through Fridays from 10:45 to 
11 p. m. on the Blue network, it is 
now heard at 10 a.m. “Houseboat 
Hannah,” for P&G Lava soap, which 
was formerly heard at 10 a. m. on 


of the World’s Fair City 
and World's Biggest Liquor Market 
In Metropolitan New York 96, of package 
stores, 767, of bars, grills, hotels receive 


BEVERAGE RETAILER WEEKLY 


1819 Broadway, New York, N. Y. @ Circle 6-8181-2-3-4 


CUE’s linage increased 


market at reasonable rates. 


CUE 


of CUE’s editorial content. 


spend money.” 


them how to make the most 
rate: $320. one time. 


compliments. 


This is the year— 


HITS THE BULLSEYE! 


1938, over 1927, because more and more advertisers find 
it gives them selective coverage of the gigantic New York 


inevitably attracts people who have time and 
money to spend on Theatres, Clothes, Sports, Night Clubs, 
Travel, Art, Music, Movies, Books, Restaurants 


During the New York World’s Fair CUE will have all 
these appeals for out-of-town visitors who have real money 
to spend and want to spend it with discrimination, plus a 
week by week coverage of World's Fair activities. 

Every page in CUE is a stimulus “to go places and 
To be sure, the average visitor to the 
World’s Fair (like the average New York resident) cannot 
possibly afford the life suggested by CUE’s pages, but don’t 
forget that there will be many thousands of well-to-do, 
free-spending visitors who will depend on CUE to tell 


For 1939 CUE guarantees an average net paid of at 
least 40,000 and should deliver substantially more. 


If you aren't already familiar with CUE, we will be 
happy to send you the magazine for three weeks with our 


'To visit the New York World's Fair 


To buy 


6 EAST 39TH ST. C U k NEW YORK CITY 


You can't cover New York's class market unless you use CUE 
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to 11:05 p. m., on a basic NBC Blue} parm Journal ..... 343.4 147,836 378.4 162,337 6,984 8,558] QAR e's" "eons 159179 231.7 177,935 10.812 11.098 
network *Florida Grover ..100.9 68,597 125.3 85,182 ...... .s.ee. fccten Wasanir 9293.0 168,594 302.5 228,669 817 1,089 
, *Hoosier Farmer 176.8 79,577 137.8 GEO sesers ‘éacadd Penna. Farmer .....237 182,411 258.2 198,264 25,374 2 9 
Another Year for Bisodol *Kentucky Farmers ‘a 50.513 eae 5.105 Prairie Farmer: See - oo at tm 
Home Journal 85.0 66,648 64. 5 5,346 5,105 ee ee 69. 95,846 328.2 238,928 5,432 8 48 
The Bisodol Company, through National Livestock ia a nee ean cone indians rer 3: rete re +2 grt at sees 
ar ¢ > > ac = Producer ........ 63.2 46,036 66. ,36 g rt Rural New Yorker. .19 3 54, 5 23.7 75, 2 », 66! i 3 
Blackett-Sample-Hummert has re-| x .tion's Agriculture 533 23,987 54.3 24.431 ce... cc cae Wallaces’ Warmer @ 217,603 326.2 263,618 38,286 40,422 
we - Ee re *New Jersey F: y omestead. .277. 217,503 336.2 263,6 38,236 422 
newed me. men, seneer p Moen pg Be any ome 91,161 182.8 82,245 20,821 25,796 ‘chinwten Parmer .tt0.6 165,191 306.5 231,698 1,026 ) 
Persons,” for another year effective *Ohio Farm Bureau i Wisconsin Agricul- ; A os 00.1 187,444 14.198 16.617 
Jan. 31. The program is heard on| News ............ 115.7 52,086 156.9 70,617 1,951 2,648] turist ........0002 ) 167,485 28 7,444 14,195 18 
ia pdnesdavs : .| Poultry Tribune: : —oo oa: sae o Ps 
Tuesdays, Wednesdays and Thurs-| © istern Edition..183.2 78,597 213.0 91,397 46,028 51,949 Total Group ...... 3,224,79 3,913,058 278,659 294,197 
days from 7:15 to 7:30 p. m. over 44] progressive Farmer- atthe ilies initia 
vidi mane ‘ Southern Ruralist: ee 
stations of the NBC Blue network. | 9 eee etd. 261.6 190,481 327.2 238,198 3.484 4.177) otherwise noted. 
Georgia-Ala, Ed..255.2 185,7 20. ; 792] Lajos : 9 71,483 40.7 91,148 «8.876 2,.818 
Watkins Renews Ky.-Tenn, Ed, ..248.5 181,883 309.4 225,236 3,612 3,786|Capper’s Weekly ... 31.5 71,433 i , 
' Mississippi Ed. ..244.9 178,282 312.7 227,628 3,830 4,451] Dairyman’s League : on anc 8.486 
“Manhattan Merry-Go-Round,” siostenipe - eee? (173801 8089 218:890 4685 4.786 News... ass thas 65.9 48,001 80.1 58,33 4,561 
: sore y rR. atkins] All Editions 199.3 145,080 252.5 183,823 1,204 1,410] Pacific Rural Press: me — 
Company, will be heard over the |, ‘Ave, of 6 Ha.....2601 isie4s 313.0 2at.e00 bess 2:88] Northern Balti. 200. spate GLges she 
nr mel on fr Pen year, | RUrs! Progress .... 65.0 44,227 74.6 60,709 2,841 3,680 Southern Edition. 33.1 soe oa2 41,662 22.580 
ed network for ano Southern Agricultur- RO vata te ning $ 
beginning Feb. 5. The program ia ME seeks po aioe 80.5 126,372 229.4 160,608 1,702 2,036 | Semi Weekly Farm 
peg RAINE een P Southern Planter...172.9 121,050 222.1 155,463 = 4,470 1,486 Friday Edition 34.7 82.336 35.4 $4,205 ...... 8 
heard over 33 stations from 9 tO) Successful Farming.449.7 202,349 516.7 232,495 4,744 6,375] AUUAY a oe 2 golg45 23.5 55.727 618 87 
. ~ avs Wyoming Stock- ro » Ke ‘ 
9:30 p. m. on Sundays we Le. Sree eee 10 45,012 44.9 60,281 2.862 3.78 | Weekly Kansas ae ; - 
Lyon 5 toothpowder. The agency 1S . am ie oe te Cee eee deer ie arcs oes _ ne . Missouri Edition.. 71.5 176,169 87.9 216,758 8,807 13,366 
Blackett-Sample-Hummert Total Group........ 3,230,237 . 3,758,982 202,346 332,712 men intact. | tale deanna 
, ‘ ; ; 797 248,56 378° 71,17 
Semi-Monthlies Total Group ....... 1,001,79 1,248,564 104,37 71,170 
Sun Oil Retains Thomas Arizona Producer 197.f 154,939 207.0 162,282 1,739 737 Deits 
: ‘ Farm & Ranch.....227.8 72,233 267.6 202,295 10,126 9,855 allies 
Sun Oil Company has renewed Farmer-Stockman  .195.9 148,167 232.6 175,878 7,516 073 *Chicago Daily Drov- : 
“The Day's News,” featuring Lowell | Hoara’s Dairy- 93.3 712 22 66,578 23,512 23,949|,,e78 Journal ...... 151.7 322,817 181.8 386,934 104,502 112,853 
Thomas, for an additional year, be-| man vs i.e ee eiay dit? 87 BLO dese eas | Kansas City Daily st meee gieiae gia eee 
° ° " . A S80 1 rar eee ’ oo, ‘ a 4,00 VIVE O40 D . P Telegram. 92.7 « 247 ri 2, ‘ 6,00 
ginning Jan. 30. The program will} Montana Farmer ..175.2 132,466 227.5 171,974 15,770 13,380] eg: rene Daily Jour. nN Re 
. j e heard from 6:45 to]| Utah Farmer ......149.1 112,711 168.8 127,644 10,184 9,645 nal-Stockman ....190.6 405.648 228.3 485,725 7 3,2 
continue to b : . ait Western Farm Life.154.9 121,403 181.9 142,605 4,038 3,402 *St. Louis Daily Live ° : ~ 
ays h F = Q 
7 p. m. on Mondays through Fri- ; = ———— — ——| “stock Reporter ..145.2 308,975 174.3 370,875 61,681 60,977 
days over an NBC network. Roche, Total Group 1,018,818 1,236,806 77,437 73,686 cin ik, Ba ech —__—__ —___ —— 
ili j al G wees 1,447,489 1,770,648 375,409 440,598 
Williams & Cunnyngham is the] Bi-Weeklies issues unless Total Group ... 4 
agenc otherwise noted —- 
ag y: American Agricultur- *Figures provided by publisher. 
Green to Philip Morris e. doenasnenssan 215.4 156,797 258.7 188,308 17,399 21,142] Not included in total. 
Johnny Green will replace Russ aan ae iis = 
Morgan as the orchestra leader on F hli : —_" li = 
ili i m M s a specific and timely selling cam- 
om pons Ra Pg ve ae tee ar ont 1es Business Papers paign? I can visualize the time, if 
eard over ; e makes . Dag : ° 
appearance with the “Johnny Pre- Report Decline of H Id V ] bl in such procedure is followed, — 
ts” st Jan. 31 which has e aiud e business paper rates will be far 
sents” show on Jan. ° . 2 when 
iti - lower because of volume and w 
been renewed for an additional 14,1 % for 1938 Dealer Education woe 
i manufacturers will be using from 
year. The program is heard on ‘cht ie en oat Semmes Gell 
ae ees , ith New York, Jan. 12.—Monthly P . | four to eight pages 
Tuesdays from 8 to 8:30 p. m. wi , ; Chicago, Jan. 10.—Dealer educa- durational work.” 
, : eae ee - 30 farm papers carried 3,230,237 lines|.. ; / dealer educational w 3 
S capes Swesuns GF 55) Po of commercial display during 1938 tion was projected as a neglected 5 
over 60 stations of the NBC Red . play ’! but valuable function of business | =——=———>= i — 
network a decline of 14.1 per cent from aj ~— er advertising by A. L. Decker 
1937 total of 3,758,982, Publishers’ | PaPer acverhs Paras : 
preemente Information Bureau reported today vice-president of Henri, Hurst & EZE! 
c , . . 
- Monthlies made the best show-| McDonald, in an address yesterday Pu = » 
: ; to the Chicago Dotted Line Club. 
ing, however, among the various “For i *” said Mr. Decker This bank is NOT currently in the 
groups of farm publications. Semi- - , ite: a “oe : market for an advertising agency 
monthlies carried 1,018,818 lines as|“DUSiness paper publishers and It has one. We hope this will 
. need el 28 2 : | their salesmen have repeated again somewhat allay the agitation, base- 
compared with 1,236,806 lines in * an 4 Sheen taal lessly born of rumor, stirring 
1937, a loss of 17.6 per cent. — ee aE ee . within the hopeful breasts of sev- 
| Bi-weeklies scheduled 3,234,797| PeTs to get new dealer prospects. eral hundred agencies — saving 
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|lines, a drop of 17.3 per cent from 
their 1937 total of 3,913,058. Week- 
lies reported 1,001,797 lines as com- 
pared with 1,248,564 in the previous 
year, a decline of 19.8 per cent. 

Dailies carries a total of 1,447,489 
lines, a decline of 18.3 per cent from 
the 1,770,648 reported in 1937. 
Poultry and live stock linage in 
most instances experienced similar 
declines. Totals in this classifica- 
tion, however, were higher in 1938 
than in 1937 for semi-monthlies and 
weeklies. 

Figures and page totals for the 
individual papers are shown in the 
accompanying table. 


Connecticut 
Publisher Dead 

Theodore Bodenwein, 74, pub- 
lisher of the Day, New London, 
Conn., evening newspaper, died 


here last week after a long illness. 

Mr. Bodenwein, who spent his en- 
tire business life in the newspaper 
field, was prominent in state poli- 
tics. He was a former secretary of 
state and a member of the Republi- 
can state central committee. 


Roller Poster Formed 

Roller Poster Corporation has 
| been formed to conduct a general 
advertising business at 1658 Broad- 
way, New York. Incorporators are 
Herman I[. Meltzer, Anna Kira and 
Ruth Kirsch, 551 Fifth avenue, New 
York 


Doyle with Sackett 


Jack M. Doyle has joined the sales 
staff of Sackett & Wilhelms Litho- 
graphing Corporation, New York. 
He was formerly with Geo. G. Fetter 
| Company, Louisville, Ky. 


I believe, however, that the busi- 
ness paper is overlooking the fact 
that under modern distribution 
methods many companies do not 
want indiscriminate and random in- 
quiries from dealers. The keynote 
is not a dealer but the dealer. 

“I believe business papers could 
sell manufacturers on using their 
papers not for ads but for dissem- 
inating current information and 
sales methods to thousands of 
dealers. 

“Why not business papers which 
are in effect bulletin boards for 
manufacturers, or sales manuals for 


their time, our time, acres of draw- 
ing board and mountains of copy 
and radio script. 


The Morris Plan Bank 
of New York 


An Asset.to‘the Graphic Arts 
Professions-Nationally Used 
3 Grades - Light-Medium and 
Heavy-$27 Per Gal Post Paid' 
S5.S RUBBER CEMENT € 
3438.NO. HALSTED ST. 


CHICAGO. ILL 


Advertisina Men's Florida Headauarters 


DANIA BEACH HOTEL 


DANIA, FLORIDA 


19 MILES NORTH LY ON 
OF A. A. A. HOTEL U. S. No. 1 
IN DANIA HIGHWAY 


—— 


SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWERS 
@®LARGE OUTSIDE ROOMS 
AAA @LOW RATES ALWAYS 
CREAN REACHES: 
@NE 
SEND FOR BOOKLETS AND RATES e EXCELLENT CUISINE 
25 MINUTES FROM MIAMI BEACH 
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ADVERTISING AGE 


The rates for this department are as follows: 


‘Help Wanted,” 


ash with order, 
\ 


All other classifications (single insertion rates): % in., 


$4.75 per inch, 
insertions, 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms 


2.75; 1 to 3 in., 


Write for descriptive folder describing discounts for term 


POSITIONS WANTED 


HELP WANTED 


CREATIVE IDEA MAN 


Illustrator — cartoonist — letterer, 
now free lancing, wants permanent 
position requiring original ideas. 
Some copywriting experience. 


Box 1618, ADVERTISING AGE, Chgo. 
coPyY WRITER—with 14 years expe- 
rience in newspaper and advertising 
work, wants agency connection. Can 
produce effective ideas and copy. An 
interview will determine if he is the 
man you want. 

Box 1619, ADVERTISING AGE, Chgo. 


Merchandising—publicity 
Woman experienced in promoting 
foods, house furnishings, building 
materials via radio, periodicals and 
lecturing wants connection with ad- 
yertising agency or manufacturer's 
advertising department. 

Box 1620, ADVERTISING AGE, Chgo. 
Salesman News’p Display. Street Car 
—Poster—Electric—15 yr. Chi. exp. 
Hi-grade man avail; to subst. Co. Loc. 
opt. or travel. 
Box 1621, ADVERTISING AGE, Chgo. 
Former NATIONAL ADVERTISING 
MANAGER NEW YORK’S' FINEST 
NEWSPAPER. Excellent contacts 
with national advertisers and person- 
ally known to leading advertising 
igeney executives. Willing to repre- 
sent publishing or radio establish- 
ment on salary or commission. 
Box 1622, ADVERTISING AGE, N. Y. 
Advertising Agencies and Export Ad- 
vertisers, can increase billings and 
sales thru development of Export Ad- 
vertising. 
Box 1625, ADVERTISING AGE, Chgo. 
STOCK CUTS 
LITTLE BLACK AND WHITE CUTS 
inexpensive) add zip and verve to 
text for small ads., circulars, letters, 
announcements, house organs, blot- 
ters, etc. Send your address. Har- 
per’s, 283-f E. Spring St., Columbus, 
Ohio 


ADVERTISING or PRINTING SALES- 
MAN to sell LABELS & EMBOSSED 
SEALS as _ side line. Commissions 
every week. Old Established Com- 
pany. K. C. 8S. Co., 606 E. Clybourn 
St., Milwaukee, Wis. 


HELP WANTED—ARTIST. Good at 
pencil roughs for newspaper, maga- 
zine and direct mail. Experience in 
agency production desirable. An op- 
portunity in old established small 
agency in midwest town of 50,000. Ex- 
cellent living conditions. Modest sal- 
ary to start. Our organization knows 
of this advertisement. 

Box 1623, ADVERTISING AGE, Chgo. 


REPRESENTATIVE AVAILABLE 
AGENCIES, ADVERTISERS REQUIR- 
ING intelligent international publicity 
representation and distribution write 


or wire ANGLOPRESS, 872 Lorimer, 
Brooklyn, N. Y. 


MISCELLANEOUS 
EXTREMELY LOW CosT 
process reproduces “direct from your 
copy” without necessity of costly 

typesetting and cuts. 
Perfect for all sorts of illustrated ad- 
vertising material, bulletins, broad- 
sides, testimonials, charts, diagrams, 
etc., etc. 
Short runs no penalty. 
Any side can be furnished. 

500 COPIES (8%”x11”) $2.63 
Additional hundred copies only 22c 
Quantity buyers allowed discount. 
Send for free informative book. 
Laurel Process, 480 Canal St., N. Y¥. C. 
A trained salesman will call in New 
York City and Metropolitan Area. Just 
phone WAlker 5-0526. No obligation. 
Young man is in position to swing 


accounts to some small live wire 
agency. 


Box 1624, ADVERTISING AGE, N. Y. 


Lever Bros. Retains 
BBDO for Gold Dust 


Lever Brothers Company, Cam- 


_ bridge, Mass., recent purchaser of 


the soap division of Hecker Prod- 
ucts Corporation, New York, has 
innounced that advertising of Fairy 
Soap, Gold Dust and Silver Dust 
will continue to be handled by Bat- 
ten, Barton, Durstine & Osborn, 
New York. 


Foster in Coal 

John Foster, Jr., has joined the 
advertising department of Anthra- 
cite Industries, Inc., New York. He 
has been with the New York News 
Bureau for three years, and was 
formerly with the New York Eve- 
ning Journal. 


Account to Diener 


Mackin Venetian Blind Com- 
pany, Kankakee, Ill., has named 
Wm. L. Diener, Inc., Chicago, to di- 
rect its advertising. Business pa- 
pers and direct mail will be used. 


NOW COMING OUT 


pplement of 32 pages of new 


for users of k pho- 

ttalog. If you haven t a copy 

big book full of $10.00 stock 
je today 0 t 


your first order 


PHOTOGRAPHIC 
ILLUSTRATIONS, INC. 


-SICAGO, 143 N. Wabash Ave., Franklin 0076 


‘EW YORK, 599 Fifth Ave., Eldorado $-8580 
a 


22 Chains Report . 
‘Gain of 5.2% 


in December Total 


| New York, Jan, 12.—Indicative of 
a substantial holiday sales volume 
and stronger year-end business is 
the December sales total of $383,- 
276,468 reported today by 22 major 
chain store organizations. This is an 
increase of 5.2 per cent over the 
December, 1937, total of $364,172,134 
reported by these chains. 

The December volume was also a 
major factor in reducing the decline 
for the year to 4.1 per cent. Total 
sales for 1938 were $2,876,006,258 as 
compared to $2,997,910,210 in the 
previous year. 


Edison Yearly Total Up 


All save two of the chains report- 
ing showed gains for December, with 
several establishing new records. In 
|\the cumulative column, however, 
only Edison Brothers Stores was 
able to come up on the plus side 
at the close of the year, bettering 
its 1937 total by 1.9 per cent. 

The monthly total for this group 
of chains fared badly during 1938 
in comparison with 1937 figures. In 
all but the last two months of the 
year losses were shown. March and 
May were excessively poor months, 
with declines of 11.8 per cent and 
11.3 per cent, respectively. The 
August total was but 2.2 per cent be- 
low the 1937 figure, however, and 
though September saw this percent- 
|age increased to 5.7, a gradual im- 
|provement has been evident since 
| then. 


| 


Walgreen Hits New High 


Walgreen’s December total was 
the largest for any month in the 
company’s history and 2.6 per cent 
| better than that for December, 1937. 
|F. W. Woolworth also established a 
|new monthly high in December and 
was but 0.2 per cent below its 1937 
figure for the entire year. 
Montgomery Ward sales for the 
|}month were the best for that month 


i 


31 
DECEMBER SALES OF CHAIN STORES 

December December % Gain 12 Months 12 Months % Gain 

1938 1937 or Loss 1938 1937 or Loss 
Edison Bros. Stores......... $ 2,590,670 $ 2,384,517 +8.6 $ 24,205,678 $ 23,764,677 +1.9 
ee ee 17,996,497 16,613,183 +8.3 97,313,547 99,357,553 —2.1 
a ee 5,951,545 5,489,933 +8.4 *30,399,916 *31,.678,923 — T 
I PS 6 he oe a wig om 25,495,618 24,144,669 + 5.6 147,995,974 154,234,469 —4.1 
| = SA ee 14,428,795 14,616,480 —1.3 82,187,173 87,871,478 —6.5 
Kroger Groc. & Baking Co.. 19,207,034 18,898,869 +2.0 231,237,796 248,444,230 —7.0 
a nn 6,264,413 6,004,366 +4.3 *35,936,496 *37,534,031 —4.3 
McCrory Stores ........ces. 7,002,800 6,763,050 +3.5 40,068,166 41,001,241 —2.2 
McLellan Stores ............ 4,233,560 3,917,695 + 8.1 *20,995,324 *21,406,495 —1.9 
Melville Shoe See eer 3,016,996 2,838,151 +6.3 35,717,196 37,941,321 —5.9 
ree 7,221,924 6,592,228 +9.6 42,189,147 42,522,253 —O,8 
ere 4,061,495 3,854,445 +5.4 21,158,649 23,237,772 —8.9 
| i aE? Se 8,767,092 8,151,983 + 7.5 49,031,416 50,308,700 —2.5 
| A rrr 38,928,202 38,001,253 +2.4 257,961,665 275,375,137 —6.3 
Peoples Drug Stores......... 2,475,793 2,426,991 + 2.0 21,780,021 22,383,703 —2.7 
ee 30,128,345 29,147,814 +3.4 368,007,824 380,320,283 —3.2 
ee 5,607,719 6,085,721 —7.8 49,847,328 56,117,734 —l11.1 
Sears, Roebuck & Co......... 60,633,795 58,443,560 +3.7 503,244,563 543,239,325 —7.4 
Walgreen Company ......... 7,670,559 7,476,311 +2.6 68,019,858 68,659,345 —0.9 
Ward, Montgomery & Co..... 57,084,529 51,360,407 +11.1 *408,044,956 *410,699,553 —0.7 
Western Auto Supply Co..... 4,130,000 3,778,000 +9.3 36,369,000 37,036,000 —1.8 
WremeWOrees Be Wiss ccaccsens 50,379,087 47,182,508 +6.8 304,294,565 304,775,987 —0.2 
| Pee rr rrr errs re $383,276,468 $364,172,134 +5.2 $2,876,006,258 $2,997,910,210 —4.1 

*11 months, 

SL ee ee ee — - $$$ — 
in the ge history and 11.1) Pinaud Appoints Ellis Carlton Mills to Agency 
per cent higher than a year ago. x . . , 

Others whe showed Pw oan Pinaud, Inc., New York, toiletries Carlton Mills Company, New 


for the month were Edison Brothers, 
8.6 per cent; Western Auto, 9.3 per 
cent; J. J. Newberry, 7.5 per cent; 
W. T. Grant, 8.3 per cenc, and H. L. 
Green, 8.4 per cent. 

Figures for the individual chains 


are shown in the accompanying 
table. 


for men and women, has appointed 
Sherman K. Ellis & Co., New York, 
to handle its account. 


NNPA Meet in New York 


National Newspaper Promotion 
Association will hold its annual 
convention April 23-27 at the Wal- 


York, manufacturer of knitted hair 
coatings, has appointed Winternitz 
and Cairns, New York. 


Now Doe-Anderson 


Elmer H. Doe Advertising Agency, 
Louisville, Ky., has changed its 
name to Doe-Anderson Advertising 


dorf-Astoria, New York 


Agency. 


The Knack 
of Selling Yourself 


Are You Interested in... 


Keeping yourself in the spotlight 

How to stay young the rest of your life 

Eight tips for successful public speaking 

Put up a front—and get away with it 

Quick approach to writing effectively 

The richness you are going to deliver 

Eleven ways to be an enthusiastic person 

Speak up for yourselfl—no one else will 

Exercises in creation, invention, production 

Creating an illusion of super-ability 

Learning to speak correctly 

How to develop a personality that clicks 

Be egotistic—and make them like it 

Approach—the art of making contacts 

Letters that uncover a world of friends 

The secret of being a good mixer 

Guts—how to carry a punch and use it 

When “ignorant nerve” comes in handy 

Compiling lists of worth-while connections 

How to get people to help you 

The price you put on your own head 

Eight main ways of selling yourself 

Developing a natural front 

The value of making yourself a nuisance 

How to get people to like you a lot 

Think straight—the basic rules of logic 

When to use “high pressure” tactics 

Getting others involved in your projects 

Making people do what you want them 
to do 

The invisible art of suggestion 

That air of assurance—how to cultivate it 

Calling people by their first names 

Marks of a high-keyed expensive employee 

Putting pep into your get-ahead plan 

Legitimate bribery—devices in opportunism 

Playing politics—the democratic attitude 

Be consistently selfish—it pays dividends 

Close range study of “big-shots” 

Making 100 important contacts in a year 

How to cultivate a radical streak that pays 

Why wait for dead men’s shoes? 

When to go over the other man’s head 

Simple practices in courtesy that pay 
dividends 

How to overcome fear in all its forms 

Keeping up with old friendships 

Making friends with the secretary 

Twenty ways to acquire a very good 


this new, different book! 


rr i | ADVERTISING AGE 
Making yourself indispensable to the boss 100 E. Ohio St., Chicago 1 
— ng which you CAN'T persuade i Send me, postpaid, my copy of “The Knack of Sellen 
Bailing it all down to a formula that will ! Yourself,” by James T. Mangan. I enclose $2.50 in full i 
work for you and help you to sell payment. \ 
yourself. ' 
BENNO 4k 6.000 0066 600000866466 00000600008 bckbsckdvedactuen 1 
. ! 
... aren't those the things you would 1 
like to know about? They are afl in ' PE: ooh 0.00.6 640 SR OCENERESENE Usk eae dk kecdaxeecel bt ; 
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Are you getting ahead as 
rapidly as you should? Why do 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
“breaks” in business? Is it just 
plain luck? 

No. It’s because these “lucky” 
people have learned the most 
important secret of personal 
success — the knack of selling 
themselves. 

You can’t sell merchandise 
these days just by building a 
better mousetrap than your 
neighbor. You've got to tell the 
world about that mousetrap. 
And neither can you get ahead 
as rapidly as you should by 
patiently waiting for a break. 
You’ve got to make the breaks 
yourself — you've got to sell 
yourself. 


they face—the knack of selling 
themselves. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for success. 
And he not only tells you WHY 
you must sell yourself, but 
HOW. He gives you an exten- 
sive set of exercises, practices, 
routines, practical hints, helps 
and suggestions on simple things 
to do. 


Daring New Book Tells You How 


And now a sensational, dar- 
ing new book brings you the 
answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
advertising manager of Mills No previous book has taken 
Novelty Company and interna- yp this primary human problem 
tionally known business Psy- jn such extensive detail. It 
chologist, “The Knack of Selling charts a practical course for 
Yourself” tears the lid off that every man and woman who has 
great delusion that “merit sells Jatent ability and wants to mar- 
itself.” He shows how the peo- ket that ability at the highest 
ple who get the big money and price. It presents the practical 
the promotions are those who “Get There” system of life as 
know how to put themselves opposed to the theoretical copy 
over with the boss or with the book system which usually 
buyer. He shows how little real eaves us where we started. 


ability counts if it isn’t sold Make the “Breaks” for Yourself 


right. 

“The Knack of Selling Your- Don’t wait for the breaks to 
self” is not a success book. It come your way any longer. Make 
isn’t filled with platitudes by or use of this entrancing, practical 
about men who have already guide which will enable you to 
arrived. It’s a book for ordinary make your own breaks. Send 
back the coupon today. 


folks about the biggest problem 
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Billy Bock Was Tucked in 
Way Back in November 


November 3 to be exact . . . and only yester- 

day our Brewmaster reported that Billy is 

MENOMINEE BOCK (Billy to 

You) always has a lot of zest and flavor 

and \ou know that there's nothing like a long 
nters sleep to build a real full flavor into a 


dark, thick MENOMINEE 


Menominee 
ARINETTE 


esting "ne 


heavy-bodied, 


B 


And by the wav, BILLY BOCK of Menominee 
is a direct descendant of FRITZ BOCK of 
Munich .. . and aristocrat of Bocks, as it were. 
His antecedents include that choice, expensive 
caiamel malt that's hard to obtain and that 
must be aged according to the old school 
Sleep tight, BILLY BOCK. there's a lot of foiks 


waiting for you in the Easter Season! 


REWING ©. 


MENOMINEE. MICH 


Can spring be far behind? Which is another way of saying that before 
you can say Menominee-Marinette Brewing Company, Menominee, Mich., the 


bock beer season wil! be here. 


The beer won't be ready until March 15, but the 
advertiser believes in whetting customers’ appetites now. 


The copy reproduced 


here has just been inserted in local newspapers. 


Newspapers and 
Magazines on 
Larger Corday List 


New York, Jan. 12.—Parfums Cor- 
day has increased its advertising 
budget 15 per cent for 1939, with 
promotion scheduled for seven na- 
tional magazines, and newspaper 
rotogravure copy in leading cities. 


Feature Tzigane Perfume 


Tzigane perfume, which was in- 
troduced recently, will be featured 
in most of the insertions. A new 
Toujours Moi lipstick, which is now 
being supplied to retail stores, will 
be announced in other insertions. 

Hirshon-Garfield has the account. 


Educators Plan 
Consumer Conference 


A three-day conference on prob- 
lems relating to consumer educa- 
tion will be held at Stephens Col- 
lege, Columbia, Mo., April 3-5. 

Discussions will be conducted un- 
der the auspices of the Institute of 
Consumer Education, of which Dr. 
John M. Cassels is director. Educa- 


have been invited. 


Schwerin Joins Herald 


vertising and publicity director for 
the Motion Picture Theater Owners 
of eastern Pennsylvania, southern 
New Jersey, and Delaware, has 
| joined Herald Advertising Agency, 
Philadelphia, as director of public 
‘relations. 


FIRST FORMULA FOR HUMBLE 


DETECTIVE : 


CHERCHEZ LA 


FEMME... GOOD RULE 
FOR ADVERTISERS TOO. 
WOMAN SPEND WHAT MAN 
EARN. IN PHILADELPHIA, 
EVIDENCE SAY BEAU- 


TI 


FUL LADY LIKE 


INQUIRER BEST... 
SO INQUIRER 


SELL BEST / 


YOU DON'T HAVE TO BE 

DETECTIVE ...TO KNOW THAT 
INQUIRER IS PHILADELPHIA'S 
GREATEST SELLING MEDIUM/ 


en RCULATION: DAILY, 341,994. Sunday, 1,035,893 


: 


Louis L. Schwerin, formerly ad- | 


Retail Linage 
Off 7.7 Per Cent 
in First ‘39 Week 


Chicago, Jan. 13.—Retail adver- 
tising linage in 80 major markets 
reporting to the ADVERTISING AGE In- 
dex of Retail Activity got off to a 
not-too-auspicious start during 
1939, the record for the week ended 
Jan. 7 showing a loss of 7.7 per cent 
compared with the corresponding 
week of 1938. 

Much, if not all of the loss, how- 
ever, is explained by the fact that 
New Year’s Day was celebrated on 
Monday this year, while last year 
it fell on the weekend. 

In connection with the tabulation 
which appears in an adjoining col- 
umn, it should be remembered that 
figures for all of the cities shown 
have not been corrected in any way 
to make allowance for unusual situ- 
ations, such as the consolidation or 
discontinuance of papers, strikes, in- 
teruptions to service, etc. 

The figures presented for each 
city are the actual figures for retail 
advertising which appeared in all 
the newspapers in that city for the 
week reported upon, and in analyz- 
ing these figures, local situations 
which might exercise important in- 
fluences on comparative totals 
should be taken into consideration. 

Particularly important are such 
instances as those of Akron and 
South Bend, where newspapers 
have been merged or discontinued 
within the past year. In both these 
cities, the linage carried last year 
by the papers which have since been 


discontinued is included in last 
year’s total, whereas, naturally, 
it does not appear in this year’s 


figures. 


tors from all parts of the country | 


_ Coming 
Conventions 


Jan. 21. Midwinter meeting, Ad- 
vertising Affiliation, Buffalo, N. Y. 

March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 

April 23-27. Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf-Astoria, New 
York. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

May 5-6.. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 10-11. Spring conference, 
Association of National Advertisers, 


Westchester Country Club, Rye, 
N. Y. 

May 11-12. Annual convention, 
American Association of Advertis- 


ing Agencies, Waldorf-Astoria, New 
York. 


May 16. Spring meeting, Insur- 


ance Advertising Conference, New 
York. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 

June 12-17. Annual convention, 


Lithographers National Association, 


Westchester Country Club, Rye, 
a - 
June 18-22. Annual convention, 


Advertising Federation of America, 
Waldorf-Astoria, New York. 
June 25-29. Annual convention, 


| Men, Hotel Astor, New York. 

| Sept. 12-13. Annual convention, 
| Association of National Advertisers, 
The Homestead, Hot Springs, Va. 


Sept. 20-22. Annual conference, 
|National Industrial Advertisers As- 
|sociation, New York. 


Gets Puhl Products 

John Puhl Products Company, 
Chicago manufacturer of Little Boy 
Blue bluing, Little Bo-Peep am- 
;}monia and Fleecy White Bleach for 
home laundry use, has appointed 
Cecil & Presbrey, Chicago, 
agency 


Hotel to Houck | 


Index of Retail Activity in 
80 Important Markets 


Based on total retail advertising volume in all newspapers jp 


each city. 


(Copyright, 1930, by Advertising Publications, Inc.) 


— Gain 


or Loss 


_ 


Gain 


OY Logs 

Week Week Week 193% 1929 

Ended Ended Ended over over 

City Jan. 9,1937 Jan. 8,1938 Jan. 7.1939 1937 1938 
i Mor ee -, 264,878 181,888 150,679 —39.3  —i73 
Altoona, Pa. ..... 118,258 85,883 69,783 41.0 18.8 
pS a 203,238 253,414 258,202 + 27.0 1.9 
REROMOUO, BOG. .cccesancss 409,428 377,175 342,769 -16.3 91 
Birmingham, Ala, ..... 179,704 203,000 188,748 +5.0 74 
Boston, Mass, ........... 412,906 $43,630 373,471 —9.6 —1538 
Bridgeport, Conn. ....... 167,972 165,592 145,656 —13.3 —12.4 
Ph De Beeekns bewen oa 277,144 298,032 218,862 —21.0 26.6 
Cs 2, Mardcakadasaen 91,810 55,520 69,887 —23.9 25. 
Cedar Rapids, Ia....... 86.32 84,952 78,428 —9.2 yh 
Charleston, W. Va........ 152,915 166,594 140,728 7.9 155 
Chattanooga, Tenn. ..... 117,448 108,874 130,555 +11.2 19.9 
ve ee 549,972 543,302 465,456 —14.4 —143 
Copel. ©. inks ce cceses 280,958 303,903 291,369 +0.5 4.1 
I: OR og das we haeed 389,416 401,966 306,768 21.2 23.7 
Sarr 235,113 228,775 203,280 13.5 —11,2 
ee HOM. siasiosvaen 373,778 360,946 361,231 —3.4 01 
co, A ere ee 135,900 153,700 123,200 —9.4 —19.9 
Pe. peo h aes bad ed wo 274,232 263,662 235,294 —14.2 0.8 
rr: Se, tbe evewses 151,140 170,305 234,687 +55.3 7.8 
i CUS ee 113,108 114,905 179,470 +58.7 6.2 
3 Se eee 376,107 353,999 302,779 —19.5 14,5 
 &. a. rere ere 156,814 162,498 151,578 —3.3 —6.7 
a. Serer oe ee eee 126,644 145,726 122,500 —3.3 —15.9 
MmVGMOVind®, EMG, ..icceues 204,722 252,672 204,414 —O0.2 —19.] 
Fall River, Mass.......... 49,004 17,935 46,506 —i.1 —22 
Py De chavicvonnena 137,928 134,316 167,902 + 21.7 25 
Fort Wayne, Ind......... ISS8,853 200,690 189,875 +0.5 —5), 
OO Ee ee 147,678 115,889 85,421 —42.2 —26.3 
Grand Rapids, Mich. 178,514 162,414 161,966 -9.3 —,3 
Greenville, S. C....... 101,011 95,326 95,797 -5.2 0.5 
nn. SO: veevese need 252,392 280,224 278,670 +10.4 —0.6 
Indianapolis, Ind. ........ 318,822 331,408 297,248 6.8 ——16,3 
Jacksonville, Fla, ........ 173,726 135,842 144,130 —17.0 +61 
Jersey City, N. J.... 33,830 35,904 28,324 —16.3 —21.1 
Kansas City, Kans... 42,070 = =991,511 ~—«<6 7,284 59.9 —265 
Knoxville, Tenn 147,126 153,300 155,580 $5.7 1.5 
Little Rock, Ark......... 132,398 133,840 137,718 + 4.0 2.9 
Loe Anweies, Cals icsaacvc 443,408 $51,204 436,854 - 5 —3,2 
Louisville, Ky. 228,611 262,252 244,401 + 6.9 6.8 
ee OO rrr ee 161,140 131,460 116,816 -27.5 —l11.] 
Manchester, N. H......... 51,768 66,512 59,074 +14.1 —11, 
Memphis, Tenn. ......... 210,588 189,266 183,960 —132,7 — | 
Milwaukee, Wis. ae 317,722 313,733 298,829 5.9 —4, 
Minneapolis, Minn. . ‘ 300,062 281,946 274,445 8.5 —2 
Moline-Rock Island 139,734 146,986 140,098 0.3 4. 
New Bedford, Mass...... 67,130 69,356 61,054 9.1 —11, 
New Haven, Conn........ 170,576 168,154 164,920 —3.3 1. 
New Orleans, La......... 370,757 332,758 338,867 ) +1, 
i gle > SP Sk Corer ree 1,244,952 1,174,409 954,732 18. 
sBrooklyn, N. Y.....se0g 135,022 86,927 74,015 —14,! 
PPOUEOe, Wik se trisesvaeds 145,600 150,920 160,160 + 6.1 
cL a | err 118,069 137,340 119,443 —13. 
Oklahoma City, Okla..... 191,716 194,936 178,500 — 
>. Se Are ee ee 182,308 203,455 207,959 2 
Philadelphia, Pa. ........ 535,447 19,159 $94,506 : & 4.3 
Pueewen, BPM cctv ivcseas 125,300 153,202 129,206 + 3.1 15.7 
Pittsburgh, Pa. ... or 442,120 $25,656 326,004 —26.3 —23.4 

Portland, Ore. ......0s<0> 235,760 222,306 202,73 —14.0 $i & 

Reading, Pa 170,926 159,558 154,238 —9.8 ——3,3 
Richmond, Va. ...... 219,562 203,656 201,404 8.3 —1.1 
§$Rochester, N. Y... ‘a 323,269 264,396 251,252 —22.3 —4.9 
Sacramento, Cal. 164,948 145,348 156,044 —id.4 7.4 
San Antonio, Tex, 129,808 122,111 133,775 + 3.1 -9f 
San Diego, Cal...... 279,608 255,122 252,182 —%.8 —1.2 
San Franciseo, Cal....... 254,681 269,071 264,752 3.9 1.6 
Seattle, Wash. ...... 162,414 159,460 202,076 24.4 + 26.7 
**South Bend, Ind. IS1,581 150,662 106,422 41.4 —29.4 
Spokane, Wash. ......... 150,920 134,288 128,170 15.1 —4.6 
i, Be, (PG bec scsdedes 359,800 322,570 300,785 —16.4 —6.8 
St. Paul, Minn............ 237,963 279,011 212,611 —10.7 —238 
Svracuse, N, Y 198.453 75,777 171,220 —13.7 —2.6 
*Tacoma, Wash, 125,216 110,586 107,478 14.2 —2.3 
Tampa, Fla. os 93,016 103,418 95,564 +2.7 —7.6 
Toronto, Ont., Can... $52,417 290,707 260,853 —26.0 —10.3 
Troy, N. Yecccccccccces 72,674 50,722 74,508 + 2.5 + 46.9 
Tulsa, Okla 155,330 167,664 154,728 —.4 77 
Washington, D. C.. 609,517 597,404 544,816 —10.6 §.5 
Worcester, Mass 210,133 220,803 166,621 —20.7 24.5 
Youngstown, QO. ......... 129,409 140,546 118,139 —S.7 —15.9 
TOCE. cscrercecenenss 18,161,716 17,803,959 16,430,430 a § ome 


‘Akron Times-Press discontinued 
t*New 
tBrooklyn Times-Union discontin 
§SJournal and Sunday American 
*Daily Ledger discontinued June 
**News-Times discontinued Dec. 2 


Fox Assumes New Duties Pitney-Bowes Adds Bowes 


John Fox, production manager of 


'the Columbia Broadcasting System 


| sales 
| been appointed to handle space buy- | 
International Association of Display | ng for CBS advertising in trade pa- 


| 


Houck & Co., Advertising, Roa- | 


,noke, Va., has been named to di- 
rect the account of The Avalon. re- 
sort hotel at Virginia Beach, Va. 


promotion department, has 


pers in addition to his present duties. 


TORONTO 
MONTREAL 
WINNIPEC 
LONDON Eng 


York American discontinued June 


28, — 
24, 1937 
ued June 8, 1937 
discontinued June 8 
23, 1937. 


S, 1938 


Aug 


Bowes Postage 
Stamford, Conn. 


1937. 


Frederick Bowes, Jr., formerly with 
Batten, Barton, Durstine & Osborn, 
has been appointed manager of ad- 
vertising and publicity of Pitney- 
Meter 


Co 


| —if you are looking for new slants to put more pep into sales—if you want 
“S | to know how others are keeping salesmen on their toes—how they 4% 
making sales letters pull—how they are cutting down selling 


‘DARTNELL CAN HELP YOU—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the wo 


mpany, 


«©! 
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kgency Committee 
(fers Wage Scale 
) Radio Artists 


(Continued from Page 1) 


greement as to the desirability of 
. minimum wage scale but still far 
spart regarding rates and working 
8 conditions. 

Rates suggested by the agency 
committee were as follows: $15 for 


1,-hour program, including two 
70 [pours rehearsal; $20 for %-hour 
138 show, including three hours re- 
= pearsal; and $25 for a full hour 
254 [show with four hours rehearsal. 


AFRA’s original proposal was for 
a scale of $15, $25 and $35 for 
quarter, half and full hour shows, 
with rehearsals to be paid for at 
23.7 BE the rate of $6 per hour. 

2 The agency committee refused to 
deal with the question of a closed 
shop, and on this subject said: 


—- Individuals Must Decide 


+ “As we have informed you from 
the start, our body is not an em- 
ployer of radio talent, nor are we 
in a position to make any commit- 
ment for sponsors or agencies; fur- 
thermore, we have no authority to 
deal with the question of the guild, 
=03 Bf or closed shop, as indicated by our 
letter of Sept. 13, 1938. 
an employer, our position has been 
that of a volunteer 
body, to bring to your attention 
actual operating conditions as they 
hexist between radio talent and 
i 


WD WAY 


© RASTRIBLING 


urout . ‘LETTERING + ILLWSTRATION © RETOUCHING 
520 NORTH MICHIGAN AVENUE + DELAWARE 4855 


. GREAT HOTEL 


BENJAMIN FRANKLIN 
SCIENTIST 


i Benjamin Franklin’s con- 

aie tribution to medical science 
was the invention of the 
bifocal eyeglasses which he 
devised primarily for his 
own convenience. 

wes 

y with Far-sighted travelers to- 

a day prefer the Benjamin 

me! Franklin Hotel for the 


convenience and distinction 
of its address, its large, 
(all with 


moderate 


bright rooms 


bath), and 


its 


rate s. 


Include 


historic Philadelphia 
“your visit to the New York 
World's Fair in 1939. 


THE 


want 

= BENJAMIN 
ar §| FRANKLIN 
ng 83 PHILADELPHIA'S FOREMOST HOTEL 
world AMUSL BARLEY, Momaging Director 


Not being 


fact-finding 


3 hours rehearsal. 


their employers and give you aaa 
|opinion relative thereto. 

“It should be definitely under- | 
stood that in acting in this capacity, 
we do not take the position that 
all employers of radio talent can 
meet the conditions mentioned 
herein. This is a problem which 
each employer must consider and 
solve for himself. Each individual 
employer of radio talent must con- 
sider for himself whether our con- 
clusions of what are fair working 
conditions are in accordance with 
his experience and requirements. 

“In expressing our views, we 
cannot put ourselves in the position 
ef combining with AFRA to em- 
barrass any employer in regard to 
working conditions or a minimum 
wage which might injure his busi- 
ness, nor can we be put in the posi- 
tion of preventing budding talent 
from securing employment. or 
handicapping it in any way. 

“The information that we have 
gathered indicates to us that if 
radio, as an advertising medium, is 
to be encouraged to continue to 
hold its competitive position and be 
permitted to grow, and if at the 
same time, there is to be maximum 
employment and future oppor- 
tunity for the great body of per- 
formers, then these needs can best 
be met, in our opinion, by the fol- 
lowing working conditions and 
minimum rates: 

“Suggested minimum pay for act- 
ors and singers on sponsored na- 
tional network broadcasting: (Does 
not apply to regional or local 
broadcasts. ) 

“$15 for %4-hour show, including 
2 hours rehearsal. 

“$20 for %-hour show, including 

“$25 for 1-hour show, 
4 hours rehearsal. 

“(25 per cent of base rate addi- 
tional for rebroadcast.) 

“Rehearsal overtime—$4 per 
hour, payable $1 for each quarter 
hour or fraction thereof. 

“Discount for multiple shows per 
week: 331/3 per cent for 5 or 
more shows; 25 per cent for 4 
shows; 20 per cent for 3 shows; 10 
per cent for 2 shows. 

“Thus the minimum for 5 shows 
per week would be $50 ($62.50 
with rebroadcast). 

‘“Dramatized commercials, when 
actor is not otherwise in the cast, 
$10 each, regardless of length of 
show, including 1 hour rehearsal, 
and with 25 per cent of base rate 
additional for rebroadcast. 

“Rehearsal overtime—$4 per 
hour, payable $1 for each quarter 
hour or fraction thereof. 


Stipulations for Transcriptions 


“For making transcriptions: For 
single shows, where the program is 
for transcription only and is not 
less than fifteen minutes in length, 
75 per cent of above minima for 
live broadcast. For multiple shows 
recorded at the same session, a 
proper discount to be negotiated 
between agency and talent and 
based on time consumed. 

“Where a program is broadcast 
live on a network and there is a 
separate session for recording the 
same program for transcription 
broadcast, the additional fee shall 
be the same as for a rebroadcast. 

“For auditions: 50 per cent of 
broadcasting minimum rate of pay 


including 


for program auditions; voice and 
talent tests should be free of 
charge. 

“Doubling parts in the same 
show: no charge. 

“Rates for singers, other than 


soloists, to be proportionately dis- 
counted for number taking part, 
and with due regard to their total 
cost to the sponsor. 

“Above scale and conditions for 
actors and singers to apply also to 
announcers except staff announcers 


for whom minimum commercial 
scales have already been estab- 
lished. 


“Cancellation terms: Should be 
fair to both talent and employer; 
avoid involving the latter in un- 
merited embarrassment and _ the 
former in unmerited loss of em- 
ployment. No employer should be 
bound to continue with an artist 
who, in the producer’s opinion, 
proves incompetent or detrimental 


employer, 


to a show through no fault of the 


AFFINITIES REPEAT 


VELURE LOTION 60« 
ALEINERT'S MITTENS = 


Total Value 


AQ: 


Bauer & Black, Chicago, will use news- 

papers and weekly magazines to an- 

nounce a repetition of an offer tested 

last fall. A 25-cent pair of Kleinert 

chiffon rubber mittens will be teamed 

with a 60-cent bottle of Velure hand 
lotion for 49 cents. 


but employer’ should 
guarantee artist 50 per cent of 
minimum scale for the broadcast in 


question. 


“Each employer should have the 
right to discharge any employe for 
justifiable cause without payment 


of any guarantee. 


broadcasting 


“These various suggested provi- 


‘sions are related to one another in 


constituting a total cost.” 
Higher Costs Opposed 


In explanation of its suggested | mentioned, 


believe our 
;conditions which you report as ex- 


suggestions can cure 


isting, without raising the average 


‘cost of radio broadcasting. 


‘In considering the wage rates 


it must be remembered 


schedule of pay and working con-|that they are minimum and include 


ditions, the agency committee said: 

“This Conference Committee 
heartily concurs with the AFRA in 
desiring elimination of any abuses 
in working conditions in the radio 
business. We are happy to tell you 
that the Committee definitely 


time limits for rehearsals and pay 
for overtime thereafter, together 
with a definite rate of pay for re- 
broadcasts. 

“The investigation by this Com- 
mittee supports the view that radio 
entertainers on the whole compose 
an industry of high pay and satis- 
factory working conditions. Any 
individual abuses that may exist, or 
which might later be introduced, 
we believe can be corrected by the 
suggestions outlined. 

“While our concern is to secure 
for talent conditions under which it 
can deliver its best performances, 
we are no less concerned with the 
maintenance of radio’s competitive 
position with other media. We are 
definitely opposed to any measures 
that would raise the present cost of 
to advertisers. We 


| the 


least important regular per- 
former. The purpose of a mini- 
mum wage is to protect performers 
against isolated cases of unreason- 
ably low pay. The minimum is 
high compared with other indus- 


|tries and other phases of entertain- 
favors a minimum wage, uniform | ment, 


even those with the same 
risks of irregular employment. 

“It does not purport to equal the 
highest wages paid to non-star 
performers, wages which the indus- 
try as a whole cannot afford to pay 
as a minimum, especially the rank 
and file of smaller advertisers 
whose resources are limited. 

“We do not believe minimum 
wages will become the maximum 
any more than they have in the 
past; in our opinion, agencies will 
go on paying the maximum rates 
they have hitherto, regardless of 
any minimum. 

“The multiple discounts are prac- 
tically confined to multiple day- 
time shows, giving steady weekly 
employment to the artist and en- 
abling a fair weekly compensation 
with ample time to appear on other 
programs.” 


ical and surgical supplies. 


surgical—for food, 


other things. 


Hospitals, too, are 


ete. 


MANAGEMENT, 


shows 


people think of operating rooms and med- 


But hospitals spend by far the greatest 
part of their annual billion dollar operat- 
ing expenditure for an endless variety of 
goods and services that are not medical or 
soap, floor polishers, 
furniture, sheets, dishes, and hundreds of 


unusually 
sources of business for manufacturers of 
office equipment and supplies, filing sys- 
tems and devices, printed and ruled forms, 
The picture here, for example, taken 
from the December issue of HOSPITAL 
student 
librarians at St. Mary’s Hospital, Duluth. 


eT 


Office and Filing 
Equipment Wanted! 


When hospitals are mentioned, 


most 
tions. 


Every hospital has the usual office and 
bookkeeping equipment, but it also has an 
added use for filing and tabulating mate- 
rial—the medical and surgical records 
room, in which complete and permanent 
records are kept of all patients, indexed 
and cross-indexed under types of disease, 
treatment, sex, and many other ways. 

Here is a real market, highly concen- 
trated, for a wide variety of office equip- 
ment and supplies. 


good 


ean reach 


record 


Hospital Management 


The National Magazine of Hospital Administration 
100 E. Ohio St., Chicago 


et es 
e fort, | 


learning how to index diseases and opera- 


effectively 
through HOSPITAL MANAGEMENT, the 
paper that talks to the business executives 
who run America’s hospitals in the busi- 
ness terms they like and understand. 

Ask us for complete details. 


330 W. 42nd St., New York 


Pacific Coast representatives: Don Harway & Co., Los Angeles and San Francisco 


Here is a market you 
and economically 
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ADVERTISING AGE 


January 16, 1939 


Guild Turned 


Down in Plea for 
Advertisers Aid 


(Continued from Page 1) 


power of his dollars to influence 
publishers—not merely Mr. Hearst, 
but any publisher—in a dispute in 
which the advertiser has at most 
a civic or academic interest. 

They are, therefore, opening wide 
the doors to subsequent advertiser 
coercion in matters in which he 
has a direct personal interest, Mr. 
Barry declared. 


SS 


plenty, and a new suit of sails for|the yacht would keep a 


poor family half a year. 


“Can you magnify to an adver- 
tiser the importance of his adver- 
tising dollars to bring publishers to 
their knees in a controversy on one 
day,” he asked, “without teaching 
him something of how to employ 
these dollars to dictate tomorrow 
the handling of a news story in 
which he has a personal or a com- 
mercial stake? 

“If that be inevitable, or even 
possible, are we not embarking on 
a path of deep descent from which 
we might be able to turn back only 
with great difficulty, if at all? 

“Can you place ‘welcome’ on the 
doormat one day, then slam the 
door when the advertiser reappears 
with a demand for the publication 
of plugs for his product, the birth 
of his first grandson or his daught- 


oe 
Ly 


He belongs to several clubs whose dues come around 


with distressing frequency. 


Of course such a man is a sucker for life insurance. 
He is always in hock to meet his premiums. 


But now let’s look at him as a prospect for ordinary 


merchandise. 


He is badly dressed. His big luxuries cost so much that 
he can rarely afford new clothes. 


He squeezes his tooth ‘paste and shaving cream tubes 
until they scream, for he cannot afford waste. 


His chief indoor sport is turning out lights to save 


electricity. 


In short, the one big luxury he cannot afford is the gen- 
erous indulgence of small expenditures. 


There are no people like that on the Wrong Side of the 


Tracks. 


> ee Se 


er’s appearance in school theat- 
ricals, or, what is more likely, the 
suppression of facts' about his own 
divorce troubles or a drunken driv- 
ing escapade of his son?” 


None Is Indispensable 


Mr. Barry pointed out that no 
single newspaper in any given city 
in the United States is indispens- 
able for the advertising and sale of 
his company’s products, while at 
the same time, National Distillers 
Products Corporation does not flat- 
ter itself that its advertising is es- 
sential to the life of any newspaper. 
Advertisers will always receive the 
same consideration in news columns 
to which any citizen of the com- 
munity is entitled, and on the other 
hand, they must not be permitted 


to purchase anything more nor be 
encouraged to believe they may do 
so, he added. 

“My loathing for any ‘must’ 
reading notices sent up from the 
business office remains rooted so 
deeply,” he concluded, “that my 
answer to all such questions must 
be that no temporary conflict be- 
tween publisher and reporter is 
worth winning at such a price. My 
answer to your urging that Na- 
tional Distillers withdraw advertis- 
ing from the Hearst Newspapers in 
Chicago must be that I cannot do 
so because I believe I would be do- 
ing you a greater disservice than 
any of us may reckon accurately 
at this moment. I have no fears 
that the freedom of the press will 
ever be impaired in this country.” 


CRITERION SERVICE | 


SELECTIVE POSTER ADVERTISING 
IN NABORHOOD SHOPPING CENTERS 


CRITERION ADVERTISING CO. Inc. 
GRAYBAR BUILDING, NEW YORK 


appetite. 


Over there, incomes may be lower, but there are no 
Great Demands. The net for small spending is larger. 


Now most advertised articles depend for their success 
upon the free spending of small sums—and that free spend- 
ing is to be found on the Wrong Side of the Tracks. 


Criterion Service can give you coverage on either the 
Right Side or the Wrong Side of the Tracks. 
you to pay attention to the Wrong Side. Here lies America’s 
great neglected market. Here are the unplowed virgin fields 
for advertising development. 


Criterion Service posts large colorful posters on framed 
steel panels on leased walls of business buildings in nabor- | 
hood shopping centers where the buying crowds are thick- 


est. 


Criterion displays are the only logical medium on the. 


Wrong Side of the Tracks. 


WE KNOW a man who lives on the Right 
Side of the Tracks. 


He makes a lot of money—not so much 
as he did in the twenties—but still a lot. 
On a basis of income, you would classify 
him as a good prospect. But let’s see what 
happens to that income. 


After he deducts his taxes, that income 
isn’t as big as it seems. Then comes his 
house. The mortgages are a constant drain. 
So are the insurance, repairs, upkeep, heat- 
ing, and lighting. And again we add taxes 
— the big taxes, for he lives on the Right 
Side of the Tracks. 


Of course, he has a car. He also has a 
yacht and a saddle horse which he enters 
in local shows. The horse has quite an 
A horse show sets him back 


But we urge 


Streamlined Copy. 
Gets Debut in 
Conoco Campaign 


(Continued from Page 1) 


terview opticians, school teacher, 
and others about the merits of the 
streamlined method of reading. 

In the current issue of Continep. 
tal’s house organ for dealers, Harry, 
J. Kennedy, vice-president in charge 
of marketing, not only waxes ep. 
quent about the new campaign, by 
indicates that the streamlined moti 
is expected to maintain the high 
standards established in the past, 
“Many of our leading competi. 
tors,” said Mr. Kennedy in par, 
“frankly admit that your advertis. 
ing is outstanding in the petroley 
field. Many would give their eye. 
teeth to have developed the term 
‘mileage merchant’ to take the plag 
of the shopworn designation ¢ 
‘dealer.’ 

“And as for ‘Oil-Plating,’ there js 
a great gnashing of teeth all through 
the competitive field as they see the 
response and ever-climbing oil ratio 
brought about by this simple by 
powerful phrase that so deftly ex. 
plains the amazing qualities of Germ 
Processed Oil. 

“TI dare you to follow the sugges. 
tion about tying into this campaign 
and going after publicity. I dare yoy 
to use all of the 39 advertising tof 
the best advantage. I dare you tm 
utilize the travel bureau to the ful 
limit.” . 


“Journal” Announces 
Grocery Promotion 


The Ladies’ Home Journal has any 
nounced a program in which $50,000" 
worth of newspaper and magaziniy 
space will be used to support th 
“Parade of Progress of Nationally 
Known Grocery Products,” which j 
sponsored by Associated Grocer 
Manufacturers of America. 

The Parade of Progress, one ¢ 
the biggest promotions in the histon}} 
of grocery manufacturing, will & 
concentrated from Feb. 1-May 1. 


Offers Typography Cours¢) 
A new course in typography, de 

signed to give students practicd 
knowledge required in advertisin 
agencies, has been started in the 
Night Art School of Cooper Union, 
re York, under Eugene de Lops 
tecki. 


Marschner Shifted 


Donald C. Marschner, formerly 
Middle Atlantic advertising repre 
sentative for Shell Union Oil Cor 
poration, will take charge of all ad- 
vertising and public relations act- 
vities in New Jersey, effective Jan 
16. He will maintain offices in Bal 
timore. 


Joins Illustrators 


Seehausen, Inc., Chicago, has be: 
come a member of the Society 
Photographic Illustrators, Chica? 


— 


COLLINS 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVESS 
IN CHICAGO 
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y p OTOGR pP IC COPYWRITER FEATURED SWELL IDEA IF DRIVERS DON'T INDULGE 


n| REVIEW OF 
THE WEEK 


POPULAR MISCONCEPTION CORRECTED 


HERE-TRY IT 


han ‘ ww eh No riddle, no padi) no trick to playing Zigag. T's + Vg 
he reat ecienge—the eclenselef “strensnlined” mading, acewé- —_\" 4 
+, pe ing to well-known eye experts. You can make yout he 
Dat Ri ‘own test in just a moment. Nor is there any riddle, ' 
‘ RAY pustle oF trick to the eeey, fest winter starting you're 


teas mareee ot CLoreas~ Re. eure to get out of Conoco Bronz-e-s gaeciine. It's 
science —the ecience of Special Winter Blending— 
that makes your Conoco Brons¢-« start up mighty” 
fast and use up mighty slow. You can make your ows | 
oure test in half « moment, sterting from 2-s-s00 
with Cancco Bronreee Fill your tank todey at 
Your Mileage Merchant's .. . that's right— Mileage! 


HOW... ABOUT THE COST 
raertal ame cd the gvanee | sae 
meq aly 

caved 


Now. down below, fellow the erryurs. The frat 
hme you may be stow af LipZag Every fms, 
you re sure te stort test with Cowece Broas-s-t. 


No riddle, no passe. no trick to playing Zig-Zag. It's 
accord reading “streamlined” of science 

ing to well-known eye experts. You can make 
widdle any there is Nor moment « just in test 
pusale or trick to the easy, fast winter starting you're 
It's gasoline Brons-s-¢ Conoco of out get to 
science—the science of Specsa!l Winter Blending— 
mighty up start Brons-s-2 Conoco your makes 

fast and use up mighty slow. ange 477, sepa 
i r-zero from starting .momént @ Galf in test eure 
with Conoco Brong-s-s-7. Fill your tank today st 
[Mileage—tight that's... Merchant’) Mileage Your 
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, . #4. 4.4 
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ire you <2 = Mar. 
sing to at hte 
you to 
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This chatty Pullman Company copy, pre- 


a ne THEN wit \{ * ou! senting the woman's viewpoint, is signed 
FLECTRIG COOKING'S OVEN MEALS |) arcane! |B | |} on A by and shows a picture of none other 
CLEAM-FAST-FLAMELESS Hh) URE THIS || re seat | \\armuce as than Berta Hendricks, who writes radio 
wonre mneet CORE || te | a ee | Z Etec continuities for Blackett-Sample-Hum- 
Se race want _{Va,>— mert, Chicago, the Pullman agency. Miss 
7, 4 1 eens : \ & Hendricks covers such pertinent points, 
- ‘ ae ~ OF Lc. from the feminine angle, as modern 

i. lee \ J a coors ener elimination of dirt and consequent ease First insertion in the new Conoco zig-zag series gets across a double message to 

v { as j arene. on clothes, dressing comfort, cuisine and drivers, once in the conventional reading style and then in the new-fanaled 

P< - x . a Saino economy. psychological fashion. (Story on Page |.) 


SS aaa Cc T D 
‘tom RILECTRIC RANGES... ADVERTISING OURSE GE S SCULPTURED RAMATIZATION 


"FLO clan © lace ering 


ours ee a ee ee ee 


hy, def Because the homes considered logical prospects for electric ranges are said to 
racticaf, hold the mistaken idea that electric cooking is costly, the Modern Kitchen 
ertising§, Bureau will emphasize the low cost factor in color copy to appear in magazines 
in thf next spring. All layouts feature the theme, “Guess Again.” Ralph H. Jones 
Union, Company, New York, is the agency. 


DEALERS GET SPOTLIGHT IN NATIONAL COPY 


If you drive a'35:36°37 or 38 car- 
a Jou need this new Battery : / 


“Modern cars require powerful batteries «+ « «+ « 
Hegher compression motors, multiple lghe. heasers, radsos, detrosters—all | 


have increased che electrics! loed. So Witled has designed ond boil Visual education will be emphasized by the Women's Advertising Club of St. Louis in the fourth annual “Careers in Adver- 
se ann paige edhe on ata bre wheat quad. > apie dhe tising” course which will get under way Jan. 30 and continue until April 17. Pertinent points will be dramatized through 
2 ™ these sculptured scenes by Clarkson Carpenter, Jr. The scene above portrays an analysis of advertising photography with 
wa the cameraman getting his subject set for a fashion shot. The sculptured advertising neophytes pay close attention to 
GAl the power you want— whenever you want it the demonstration. 
fee ll actually get more pleasure our of your Griving. and be safer, 
= = eth 2 new Willard “HR” in your car. te will trert your mocor 


Ws ni var me ceemsigy ones cat one 2 
A g Gevthe hits healy 0 pene POW ERIOUSE foe eww ta? INDUSTRY'S APPEAL FOR UNITED EFFORT TOWARD PROSPERITY 


+ «ttn 
Boome 


~ and it’s built to last GBR longer + + + + 


BUILT To LAST Willard enalyzed the records of 18.000 heueries of ower 100 differ. 

689 =. om brands, driven ower | billion miles—-eed then built the “H R™ 
7, : D7 & last G8% longer chen the average of dhe other brends. This 
coLONG ER! 7 _-* extraordinary life is due to a new and exchusive type of Willard 

‘ Thread Rubber Insulaton that provects che basery agains: short 


memes s Orawey Cifewets Caused by backled plows.” 


ly 


*} 

"Easy on the pocketbook «+ «+ 
The first com of the “WR” is only 2 little 
more then ae ordinary bewer Aad jo) longer 


life makes & actually row dete to own. tis 
= tes! bergen —in every wey. Soop in and 
« yoono ft one today.” 


ant 


The Ulan Dein in yo vanity 
OS rire in where pam mw thi fame tue red emt whee 

Willard woe Or ym con Sd aur eddves enter he WILLARI? 

beotng © @ Berrery emirtee of rene phowe bet 


See the NEW Willlerd Ory Batteries 
Deperde ttn) ter year Gat ligu tamara oF 
retina Loko 0!) Wi theed Recurr-ns dhey haw hangers 
eee Pry are quan, boils nemghene 


SK Form if BY NAME At 


VERS YOUR WILLARD DEALER'S 


‘OF MANUFACTURERS 


¢ Storage Battery Company copy in national magazines this year will be 


ere adh First of the National Association of Manufacturers’ new series of posters now being shown in about 15,000 locations through- 
* on pictures of actual dealers who will tell the manufacturer's sales story in out the country. The posters were produced in cooperation with Outdoor Advertising, Inc., and space was donated by 
isi print. Meldrum end Fewsmith, Cleveland, is the agency. members of the Outdoor Advertising Association of America. 
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six was the average daily net paid 
circulation of the Evening 
American for the month of 
December, 1938. 


381,704 
390.640 22° 
398,455 22c5 


This December circulation figure shows a loss of 7 per cent as 
ake compared to the November (1938) circulation figure. Part of 

this loss was seasonal (all other Chicago daily newspapers showed 
losses) but it was largely attributable to the closing of a number 
of branch circulation offices during the first days of a C. I. O. 
Guild strike. All 91 branch offices are now open and function- 
ing normally. This return to normalcy is reflected in the up- 
swing in circulation during the last two weeks. 


ADVERTISING FACTS: 


TOTAL PAID ADVERTISING 


During December, 1938, the Evening 
American gained 94,125 lines of total 
paid advertising over the month of 
December, 1937. This was a greater 
gain than that of any other Chicago 
morning or evening six or seven day 


newspaper. 


Source: Media Records. 


RETAIL ADVERTISING 


During December, 1938, the Evening 
American gained 59,710 lines of retail 
advertising. It led all Chicago evening 
newspapers in department store linage 
gains ... retail drug linage gains . 

retail grocery linage gains and clothing 


store linage gains. 


Source: Media Records. 


m CHICAGO EVENING AMERICAR 


a good newspaper 


National Representatives: Hearst International Advertising Service . . . Rodney E. Boone, General Managt 
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